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ONLY CHANCE 488 Madison Avenue 
OF HOPE! New York 22, N., Y. 








The stresses and strains of everyday living have put frightening pressures on our nervous Syst 


So said one guest. Others disagreed. The result was another fascinating, provocative locally-pro¢ 
the sort of programming Chicagoans have come to expect from CBS Owned WBBM-TV. 

People who value their time find there is more worth watching on WBBM-TV. That’s why time is § 
valuable on WBBM-TV, Chicago's most popular television station for 59 consecutive Nielsen reports. 
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OUT OF AHAT... 


27 TV BALANCE: A DISCUSSION 


Three experts with differing points of view present 
their attitudes on video programming 


CHARLES A. SIEPMANN: a Vi MAGIC WORD eee 


“Programs these days are clothes pegs on which to 
hang the wares of advertisers . . .” 


HENDRIK BOORAEM JR.: 


“Varied bill of fare . . . most advertisers are not 
interested in mass audiences alone” 


E. K. HARTENBOWER: 


“Balance in programming must be the responsibility 
of the individual broadcaster . . .” 


GOOD FOR THE PUBLIC... 


Media men question if “programming by formula” best 
serves the interest of the viewer 


ID’S LEAD SPOT INCREASE 


Billings for first quarter set a new high mark of 
$168 million, report by TvB shows 


40 TRIPLE PLAY 


Station, agency and client coordinate their efforts 
to provide a successful promotion 


DEPARTMENTS 


8 Publisher’s Letter 49 Wall Street Report 


Report to the readers The financial picture 


10 Letters to the Editor 
The customers always write 51 Spot Rey 
Digest of national activity 
17 Tele-scope 


What's ahead behind the scenes 62 Audience Charts 


Who watch hat 
21 Business Barometer oe 


Measuring the trends 
73 In the Picture 


2 i 7 
3 Newsfront Portraits of people in the news 


The way it happened 


41 Film Report 74 In Camera 
Round-up of news The lighter side 
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DOMINANT STATION 


“HOOSIER FAVORITE”... 


The Teenagers Show That Parents Watch 


With Bruce Saunders and Joe Kelly at the helm of “Hoosier Favorite”, WSBT- 
TV’s production studio really “jumps” on Saturday afternoons. 


From 4:30 to 6:00 p.m. teenagers crowd the studio and home TV sets for top 
tunes, dancing and the unpredictable antics of Saunders and Kelly. While pri- 
marily a show for the younger set, half of the viewing audience is composed 
of adults (Nielsen, Feb., 1960). Now in its sixth year, the show consistently 
rates over 20. 


With popular local shows and top CBS programs, WSBT-TV continues to 
dominate the 3 station South Bend market. The February, 1960 Nielsen gives 
WSBT-TV 47% weekly share of sets in use, sign-on to sign-off. 


Per household income of the South Bend Metro Area is $7553. . . Indiana’s 
highest! Buying income of the entire 15 county coverage area is over $1.6 
billion! See your Raymer man for complete details and for remaining avail- 
abilities on “Hoosier Favorite.” 


WSBT-TV 


South Bend, Indiana ¢ Channel 22 
Ask Paul H. Raymer © National Representative 





6 June 13, 1960, Television Age 


TT a-5 >a ey td --- SOUTH BEND, INDIANA'S | 

















Television 
Age 









































VOL. VII No. 23 


Publisher 
S. J. Paul 
Editor 
Art King 
Associate Editors 
Daniel Richman 
Dick Donnelly 
Don Dunn 
Assistant Editor 
Virginia Peters 
Washington Correspondent 
David Stewart 
Financial Editor 
T. A. Wise 


Advertising 
Roy Meachum 
Sales Manager 


Robert J. Kinney 
Graham Spencer 


Production Director 
Fred Lounsbury 
Advertising, Sales Service 
Lee Sheridan 


Circulation Director 
ll. C. Gainer 
Reader’s Service Dept. 
Marcia Amsterdam 


Business Office 
Miriam Gottleib 


Chicago Office 
Ben Rachlis 
Midwest Sales Manager 
333 North Michigan 
Tel. FRanklin 2-7100 


West Coast Office 
R. J. Friedman 
West Coast Manager 
5866 Hollywood Bivd. 
Los Angeles 
Hollywood 6-2131 


Member of Business Publications 
Audit of Circulations, Inc. 


TELEVISION AGE is published every other 
Monday by the Television Editorial Corp. 
Editorial, advertising and circulation offices: 
444 Madison Ave., New York 22, N. Y. 
Phone: PLaza 1-1122. Single copy: 50 
cents. Yearly subscription in the U. S. 
and possessions: $7; in Canada: $8; else- 
where: $12. Second class postage paid at 
Baltimore, Md. Copyright 1960 by Tele 
vision Editorial Corporation, 444 Madison 
Ave., New York 22, N. Y. The entire con- 
tents of TELEVISION AGE are protected by 
copyright in the U. S. and in all countries 
signatory to the Bern Convention and to 
the Pan-American Convention. 


















23 








Letter from the Publisher 


The CATV Bill 


By all the standards of economic justice and free enterprise, the 
bill to regulate the Community Antenna Systems should have passed 
the Senate. Instead, as a result of some highly organized and in- 
tensive lobbying tactics by the CATV group, the bill was defeated 
by the margin of just one vote. 

The history of CATV is probably without parallel in the annals 
of American business. The television-station operator is granted a 


license after proving that he is a responsible trustee of a public: 


utility. He has to demonstrate that he is financially capable of op- 
erating a facility in the public interest, convenience and necessity. 

The minute he goes on the air he is subject to the copyright laws 
and to paying substantial amounts of money for performance rights 
of program material. His license is up for renewal before the FCC 
every two years. His entire operation is subject to constant scrutiny. 

The CATV operator is completely unencumbered by such matters 
as performance rights, network contracts, any obligation to the local 
community. 


Plea for Equal Treatment 


Reduced to its simplest terms, the stations that are thrown into 
this unfair competition with Community Antenna Systems are plead- 
ing for equal treatment. If CATV is to make use of the broadcast 
signal, it should, the same as television stations, be subject to FCC 
regulations. 

The stations which are fighting this battle should be actively sup- 
ported by the networks, stations large and small, the film companies, 
the music-licensing groups. The networks in particular have sat on 
their hands during the CATV battle. There are network spokesmen 
who feel that it is ill-advised for the networks to request the FCC 
to extend its regulatory powers while they are fighting against the 
extension of FCC jurisdiction in other areas. 

There is an inconsistency in this approach, since the networks 
have submitted briefs and testified against pay television before 
both the FCC and Congress. 

CATV threatens the very foundations of a free, competitive tele- 
vision system. Therefore, it should be a frontline interest and 
concern of the entire television industry instead of the embattled 
few who are in effect fighting for the rights of the entire tv business. 


Squatiers’ Rights 


CATV occupies its present position by squatters’ rights. It is 
unfortunate that so many Senators endorsed these squatters’ rights. 
If every member of the House of Representatives as well as the 
Senate were to be apprised of the facts, the conclusion would in- 
evitably be regulation of the CATV systems. 


And these facts can best be presented by a united industry. 
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BIG FIRST FROM? 


ALEC GUINNESS KAY KENDALL  BRIGITTE BARDIAV 





PTI:RANKS #1 


DIAVID NIVEN JAMES MASON pti 


Color Commercials 

TELEVISION AGE has done a splen- 
did job in presenting vividly and 
graphically the study for Crosley 
Broadcasting Corp. by Burke Market- 
| ing Research which points up the tre- 
| mendously increased effectiveness of 
| color commercials. Your use of color 
| to illustrate the article enhanced it 
| with the same new dimensions of at- 
PHILADELPHIA | tention and excitement which color 
| television gives alert and forward- 

3 | looking advertisers. . . . 
stations 0% | Rosert E, KINTNER 


29.5 President 


Rating @ Share National Broadcasting Co. 


CINCINNATI | ... the study on the effectiveness 
| 


of color vs. black and white commer- | 


3 = k P : 
setts 4% | Ce 3 Serene any. tee 
19 2 Warner S. SHELLY 


Rating @ Share President 
N. W. Ayer & Son 


_ SYRACUSE 


2 8% fectiveness of commercials done in 


. the Crosley survey on the ef- 





stations color versus black-and-white . . . was 


38.1 @ Share | YeTY interesting. 
Rating P. A. Suce 


CHARLESTON,S.C, | rannna Bnodeatn Cu 


; me 8 % | Giant Takes a Step 
43 0 | Although television retail advertis- 


| . . 
Rating @ Share | ing is nothing new to many markets 


| in the country, the type of fashion 

show that WRCA-TV (now WNBC-TV) 

TOPS ran on March 13 (“Giant Takes a 
EVERY OTHER Step,” Tv AGE, May 16) for Macy’s 
| is definitely a “first” in the New York 

SYNDICATED | market. The sale, the preparation, the 
SHOW IN THE time period, the dollars involved, the 
MARKET! | talent and, more importantly, the re- 


sults—all contributed toward making 
| the Macy fashion show a “first.” One 
: important point: the person who was | 
’ INDEPENDENT | really responsible for the program 
TELEVISION | that resulted in your article was the 
CORPORATION | “®*" salesman, George Pitt. 


JaMEs J. BARRY 


‘Manager, wnsc-tv Sales 
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SPOT-BUYING 
FACTS NOT ON 
THE RATE CARD 
ABOUT KYW-TV 
CLEVELAND 


Most Local and National Advertisers 
of All Cleveland rv SSP RERINIAS An tir nek siti Vion 


adult viewers of all Cleveland TV stations ... most women viewers of all Cleveland TV stations, 


too. That’s why, in Cleveland, no Wi \TV' Cl ] id 
TV spot selling campaign is com- K ¥ = ae an 
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EAST, SOUTHEAST CHANNEL PRIMARY 
WW/J-TV Detroit 4 NBC 
WPIX New York 11 IND 
WTTG Washington 5 IND 
WCSC-TV Charleston, S. C. 5 CBS 
Charleston—Huntington, 
WCHS-TV Ashland 8 ABC 
WIS-TV Columbia, S. C. 10 NBC 
Greenville, Asheville, 
WLOS-TV Spartanburg 13. ABC 
WFGA-TV Jacksonville 12 NBC 
WTVJ Miami 4 CBS 
WSFA-TV Montgomery 12 NBC-ABC 
WSIX-TV Nashville 8 ABC 
WDBJ-TV Roanoke 7 CBS 


MIDWEST, SOUTHWEST 


WHO-TV Des Moines 13 NBC 
WwOCc-TV Davenport—Rock Island 6 NBC 
WDSN-TV Duluth—Superior 6 NBC-ABC 
WDAY-TV Fargo 6 NBC-ABC 
KMBC-TV Kansas City 9 ABC 
WISC-TV Madison, Wisc. 3 CBS 
WCCO-TV Minneapolis—St. Paul 4 CBS 
WMBD-TV Peoria 31 CBS 
KPLR-TV St. Louis 11 IND 
KARD-TV Wichita 3 NBC 
KFDM-TV Beaumont 6 CBS 
KRIS-TV Corpus Christi 6 NBC 
WBAP-TV Fort Worth—Dallas 5 NBC 
KENS-TV San Antonio 5 CBS 


MOUNTAIN AND WEST 


KBAK-TV Bakersfield 29 CBS 
KBOI-TV Boise 2 CBS 
KBTV Denver 9 ABC 
KGMB-TV Honolulu 9 CBS 
KMAU-KHBC-TV Hawaii 
KTLA Los Angeles 5 IND 
KRON-TV San Francisco 4 NBC 
KIRO-TV Seattle—Tacoma 7 CBS 


Pioneer Station Representatives Since 1932 


P ETERS, G RIFFIN, W OODWARD, wwe. 


NEW YORK CHICAGO DETROIT HOLLYWOOD BOSTON 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO ST. LOUIS 
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Sweets to the Specials 

A two-part series of specials is planned for fall and 
spring by Stephen Whitman & Son, Inc., candy maker, 
using 90-minute and two-hour movies in a handful of 
west-coast markets. San Diego, Phoenix, Portland (Ore.), 
San Francisco, Seattle, Los Angeles and Spokane will see 
either Zanuck’s Wilson or another feature film (not yet 
chosen) in mid-Gctober. Next May the same markets will 
see a different film. Reason behind the buy is to test the 
effectiveness of possible increased network sponsorship. 
Whitman will co-sponsor The Wizard of Oz on CBS-TV 
this fall and another network special around Valentine’s 
Day. Good results in the coast market—where four shows 
will be seen—could mean a doubling of full network buys 
in the future. Mary Donleavy is the timebuyer at N. W. 
Ayer & Son, Inc., Philadelphia. 


Politics Isn’t Show Biz at NBC-TV 

There will be one important and probably noticeable 
change in NBC-TV’s upcoming coverage of the political 
conventions this Presidential-election year: for the first 
time, control will rest entirely with the news department, 
and all decisions will be editorial ones. In previous years, 
representatives from programming at NBC-TV had a lot 
to say on convention coverage. 


Tape Will Make Politics More Politic 

No matter who has the say, however, the conventions 
will probably be better shows this year from a program- 
ming point of view—thanks to video tape. The electronic 
recording process is expected to allow for more flexibility 
in coverage, which will result in better programming and 
in better reporting. The boredom factor should be cut 
considerably since recorded sequences of importance can 
be inserted where once they would have been lost as live 
cameras concentrated on marathon seconding speeches. 
In brief, tv directors and newsmen will be able to use 
their talents to the fullest: in selecting, editing and con- 
densing. 


More Spot For Dow? 

Norman, Craig & Kummel, Inc., which currently is test- 
ing Handiwrap, a transparent food wrapping from Dow 
Chemical Co., in eight midwestern markets, reportedly 
plans to bring the chemical firm’s Zefran synthetic fabric 
fibre into spot in the near future. Past activity on the 
material has been confined to print media. 


Talent First, Production Second 

Indications are that General Artists Corp. intends to 
concentrate in the future on its talent-agency functions 
and move away from program packaging. The firm’s in- 
ability to sell any of its five initial film series reportedly 
underlies recent reductions in the creative departments. 


Two shows, Happy and Tate, are on NBC-TV this sum- 


WHAT’S AHEAD BEHIND THE SCENES Te | eC = Ss co Dp G 






mer as Perry Como’s replacement, but they don’t repre- 
sent sales, as the singer’s contract allows him to produce 
his own vacation-fillers. Two other Roncom films and a 
GAC-produced series—Harry’s Business, Innocent Jones 
and Home Team—got no further than pilots. 


Placements From Philadelphia 

A couple of accounts at Weightman, Inc., Philadelphia 
agency, have already set their fall plans for spot. Allen 
Products Co. will run its Al-Po dog-food announcements 
in New York, Providence, Cleveland, Detroit, Pittsburgh 
and several other top markets east of the Mississippi from 
a late-August-early-September start. For its Pennsylvania 
Dutch noodles, Megs Macaroni Co. will continue its New 
York schedule through the summer, then add Philadel- 
phia, Baltimore, Scranton, Pittsburgh, Harrisburg, Wash- 
ington and Richmond in September. New films are in the 
works. Ty-radio director Leonard Stevens is the contact. 


CBS Series Not For CBS Stations 

There is one market that apparently won’t be tapped by 
CBS Films in its quest for buyers for The Robert Her- 
ridge Theatre, tape and/or film anthology series, and that 
is the CBS owned-stations division. Although CBS Films 
is out selling station groups and regional advertisers now, 
two factors impede a sale with the owned stations: (1) 
there are no prime time slots left to speak of for the fall 
on those outlets, and (2) an element of sibling rivalry 
regarding the tape production, expressed in a “we can do 
it too” station attitude. 


Buyers Sit as Features Falter 


The television feature-film market, soft for the past 
half-year or so, will continue that way for some time to 
come, according to buyers in the New York area. Most 
film buyers are convinced that the features-to-tv market 
will remain soft until the libraries of post-’48s are broken 
loose by the Hollywood majors, an eventuality that is now 
just a matter of time, they feel. Result: new features are 
getting the cold-shoulder treatment, unless they are of 
excepional value and are reasonably priced. 


Lawrence Starts Multi-Million Expansion 


Robert Lawrence Productions, now affiliated with RKO 
General, has initiated a facilities expansion in two 
separate areas. In Toronto the RLP company has ordered 
two RCA video tape recorders as well as three electronic 
cameras. In New York RLP has just ebout completed 
plans for an expansion of its studio, which would double 
its film facilities. These expanded facilities, it’s under- 
stood, will be used for programs as well as commercials 
—live action and animation on film and tape. 
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SPOT-BUYING FACTS NOT ON THE Ré 
CARD ABOUT KDKA-TV PITTSBURGH 





Most national and local advertisers of all Pittsburgh 
TV stations—confirmed by BAR, December 1959. And 


rgh ill rated FIRST in their time periods by NIELSEN. © Any year, any time... largest 
hare of audience% of all Pittsburgh stations! Look as far back as you like and you'll 
nd KDKA-TV consistently ahead of any other Pittsburgh station. 9 Most first-rated 
ews shows of all Pittsburgh TV stations!* © That’s why, in Pittsburgh, no spot TV 


ampaign is complete without the WBC station, IX IDR ZA A® rv 


h. area N.S.1., Feb., 1960 PITTSBURGH 
®© WESTINGHOUSE BROADCASTING COMPANY, INC. Represented by Television Advertising Representatives, Inc. _ 2 





KTBS-TV 


IS PLEASED TO ANNOUNCE 
THAT THE 


KATZ AGENCY, INC. 


HAS BEEN APPOINTED... 
NATIONAL ADVERTISING 
REPRESENTATIVE 
EFFECTIVE JUNE 5, 1960. 





KTBS-TV SHREVEPORT, LOUISIANA 


Channel 3 E. Newton Wray,Pres. & Gen. Mgr. 








20 June 13, 1960, Television Age 
















































Business barometer 


National spot billings dropped in April, a not unusual course for the month, although 
in 1959 there was a gain in April. 





Spot totals were off 4.4 per cent under those in March, but up 7.8 per cent over 
those in April 1959. 





The 4.4-per-cent drop in April was the largest for the month recorded during the 
six-year period that the Business Barometer surveys have been reported by 
TELEVISION AGE. 





The record shows that billings SPOT BUSINESS 
in April gained 0.3 
per cent in 1954, 0.5 
per cent in 1955, but 
were off 3 per cent in 
1956, 0.7 per cent in 
1957 and 3.4 per cent 
in 1958. The gain in 
1959 of 2.1 per cent 
was the largest re- 
ported for the period. 








\ ia Jur ju \ Sept Oct N Dex 


The gain of 7.8 per cent in 
spot billings for 
April 1960 as compared 
with those a year 
earlier may be com- 
pared with a 23.6-per- 
cent gain in April 
1959 over those of the 
same month in 1958. 








The figures indicate that spot 
business, for the time 
being at least, is 
going through a level- 
ing-off period. 
Whether the drop re- 
ported in April will 
continue in May is a 
matter for conjecture, 
Since May is more 
often than not a month 
when spot billings 
show an increase. 
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The course of national spot 
for the past three A April off 4.4 per cent under March 
years is indicated April 1960 up 7.8 per cent over April 1959 
month by month on the 
chart on this page. 








<) 


Business Barometer reports on local business will be published in the June 27th 
issue of TV AGE, and those for network will appear July 11. 
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SEE FOR YOURSELF WHY ONE 


STATION DOES AROUND 80% OF THE 
LOCAL BUSINESS IN DES MOINES 


Central 
Surveys Study 
(Feb. 1960) 
Ask Katz 

for the 

facts 


Nielsen 
(Feb. 1960) 
Ask Katz 


ARB 
(Mar. 1960) 
Ask Katz 


Ask Katz 
about 
Central lowa 
Advertisers 


Most Watched Station... KRNT-TVI 
Most Believable Personalities . . . KRNT-TV! 


Most Believable Station . . . KRNT-TV! 
Most People Would Prefer KRNT-TV Personalities As Neighbors! 


Most People Vote KRNT-TV 
The Station Doing the Most to Promote Worthwhile 
Public Service Projects! 


Wonderful Ratings on KRNT-TVI 


The Points Where Your Distribution is Concentrated 


Wonderful Ratings on KRNT-TV! 
The Points Where the Points Count the Most for You. 


See for yourself the list of local accounts whose 
strategy is to use this station almost exclusively. It reads 

like who’s who in many classifications—Foods and Financial 
Institutions, to name a couple. 


See for yourself the new, tried and proved power concept of these companies 
of concentrating on one station. See for yourself how they use this station to get distri- 
bution and produce sales. The bold concept used by these companies discards the old 
strategy of a little here, a little there, a little some place else. Old strategy oftentimes results 
in a dissipation of efforts. 


See for yourself why KRNT-TV regularly carries around 80% of the local 
business. See for yourself that this station is a big enough sales tool to win your sales 
battle if it’s used in a big enough way. 
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KRNT-TV 


DES MOINES 


A COWLES STATION 
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Television penetration continues growth , ... page 23 


Is commercial cost up to agency producer? . . page 23 
Critic’s comments scathed by ABC head ..... page 25 


Tv Penetration 


Television penetration has _ in- 
creased one per cent in the last 12 
months to total 87 per cent of all 
homes, according to an A. C. Nielsen 
study just released. 

The estimated television ownership 
for January 1960 is based on rates of 
change, state by state and county by 
applied to the spring 1958 
figures which were compiled by 
Nielsen in NCS No. 3. Total-homes 
figures were compiled by Sales Man- 
agement and used by special per- 


county, 


mission. 

Greatest penetration is in the New 
England and Middle Atlantic areas, 
which compose the northeast section 
of the country. In this area tv homes 
now total 92 per cent of the total. 









Smallest penetration is in the south 
with 80 per cent. The east south cen- 
tral group of states is lowest in this 
section, with 74 per cent of homes 
equipped with television. 

Leading states in television pene- 
tration are Connecticut, Massa- 
chusetts, Rhode Island, New Jersey 
and Ohio, each estimated to have 93 
per cent. States with 92 per cent in- 
clude New York, Pennsylvania, Illi- 
nois, Michigan, Delaware and the 
District of Columbia. States with the 
lowest pentration are Wyoming, with 
61 per cent, Montana and Mississippi, 
each with 64 per cent. 

Greatest in the past 12 
months have been made by the states 
with the least percentage of sets. In 
the mountain states the over-all 
average increase was three per cent 


gains 


THE WAY IT HAPPENED Newsfront 





—from 76 per cent to 79 per cent. 
States gaining three per cent in the 
period include Wyoming, from 58 to 
61 per cent, and Mississippi, from 61 
to 64 per cent. 

The table below shows total 
homes, television homes and per- 
centage of increase in tv homes for 
the past three years. 


Commercials Cost 


Control of production costs in tele- 
vision commercials is no better than 
the creative ability of the agency pro- 
ducer involved, S. Hooper White, New 
York manager, television commercial 
production, Leo Burnett Co., Inc., 
told the Association of National Ad- 
vertisers Workshop on Advertising 
Administration and Financial Con- 
trol this month. 

“An agency producer is a much 
more important cog than is some- 
times realized,” Mr. White noted in 
his address, which was titled Control- 


Comparison of Television Coverage for 1958, °59, ’60 


Total 1960 TV 
1960 Homes Homes 
Total U. S. 52,000,000 45,200,000 
Northeast : 13,057,000 12,043,800 
New England - 2,951,800 2,725,060 
Connecticut 707,700 655,550 
Maine 260,900 234,580 
Massachusetts 1,461,700 1,358,160 
New Hampshire 168,200 153,320 
Rhode Island. 249,800 232,810 
Vermont 103,500 90,640 
Middle Atlantic — 10,105,200 9,318,740 
New Jersey 1,751,500 1,628,530 
New York 5,084,000 4,694,940 
Pennsylvania -_ 3,269,700 2,995,270 
North Central 15,611,500 14,061,900 
East North 
Central 10,917,100 10,032,610 
Illinois 3,106,600 2,848,170 
Indiana 1,424,200 1,297,250 
Michigan 2,336,700 2,151,580 
Ohio _. 2,898,200 2,700,660 
Wisconsin _..._- 11,151,400 1,034,950 
West North 
Central 4,694,400 4,029,290 
Iowa __. 859,800 755,950 
Kansas 675,300 557,660 
Minnesota 974,300 847,360 
Missouri 1,373,300 1,215,750 
Nebraska _ 000 372,520 
North Dakota _ 170,600 124,890 
South Dakota _ 198,100 135,160 
Ee 14,968,000 11,908,440 
South Atlantic _. 6,971,300 5,700,400 
Delaware... 1: 126,900 116,850 


1960 1959 1958 | District of 


% % lo | Columbia 

87 86 84 | Florida 

92 91 90 Georgia 

92 91 90 Maryland 

93 92 91 North Carolina 

90 89 7 South Carolina 

93 92 91 Virginia 

91 90 89 West Virginia 

93 92 91 East South 

88 86 85 | Central 

92 91 90 | Alabama 

93 92 91 Kentucky 

92 91 90 Mississippi 

92 91 89 Tennessee 

90 89 88 West South 
Central 

92 91 90 Arkansas 

92 91 90 Louisiana 

91 90 89 Oklahoma 

92 91 90 Texas 

93 92 91 | West : 

90 89 87 | Mountain 
Arizona 

86 85 83 Colorado 

90 89 88 Idaho 

83 81 79 } Montana 

87 86 84 Nevada 

89 88 86 New Mexico 

84 83 81 } ee 

Ce oe Wyoming 

68 66 63 Pacific . 

80 78 75 California 

82 80 78 Oregon ae 

92 91 90 Washington __ 


243,500 223,900 92 91 90 
1,448,500 1,177,440 81 80 77 
1,024,400 809,900 79 77 74 

865,600 776,940 90 89 7 
1,115,400 877,480 79 77 74 

594,900 459,800 77 75 72 
1,039,500 854,550 82 80 78 

512,600 403,540 79 77 74 
3,188,300 2,366,000 7 7 69 

838,600 638,230 76 74 71 

831,100 622,170 75 73 70 

555,700 354,310 64 61 57 

962,900 751,290 78 76 7 
4,808,400 3,842,040 80 78 7 

482,100 344,100 71 69 66 

855,800 676,420 79 77 75 

679,700 556,310 82 80 78 
2,790,800 2,265,210 81 80 77 
8,363,500 7,185,860 86 85 83 
1,946,600 1,528,330 79 76 74 

357,200 297,940 83 81 7 

514,600 425,520 83 81 78 

185,600 142,100 77 75 7 

213,900 137,040 64 62 58 

89,600 69,040 77 75 71 
245,900 182,150 74 72 69 
243,500 216,060 89 88 86 

96,300 t 61 58 54 

6,416,900 5,657,530 88 87 85 
4,901,300 4,401,480 90 89 87 
588,500 466,920 79 78 75 
927,100 789,130 85 83 81 
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This coveted Animal Agriculture Award was presented to KWTV's 
Farm Director Wayne Liles at the 52nd Annual Convention of the 
American Feed Manufacturers Association in Chicago. 


The basis for judging KW TV's Wayne Liles the National W inner, 

is set by the Association as follows: 

1.Interest and ability to hold the farmers’ attention, convey the 
latest information and stimulate constructive action. 

2. Encourage most economical production of livestock and poultry 
of highest quality, fitting best into market demands. 

3. Good balance between management, nutrition, breeding, animal 


health, labor saving, finance, marketing, consumer education, 
and youth activities. 


4.Participation in field days, tours, contests, special promotions 
and assistance in animal agriculture activities. 


5.Results from the above activities in terms of special develop- 
ments. 


Morning News and Farm Markets 

7:30 to 7:45 A.M., Monday through Friday—News of rural 
interest with livestock reports direct from Oklahoma 
City stockyards.. Also grain and poultry markets. 

KWTV Farm Farm News and Markets 

12:15 to 12:30 P.M., Monday through Friday—Farm news 
with daily film reports on livestock quotations, with 


owners name and address, class and grade of stock, 
weights, prices, and name of purchasers. 


Programming 


Saturday Farm Show 
12:30 P.M., Saturday—The emphasis is on state farm youth 


...in fact, activities in 4H, FFA and FHA. 
KWTV’s Farm Director Wayne Liles 
is 1959 National Winner 
of the Animal Agriculture Award | | 
for Farm Directors — @ 


OKLAHOMA CITY 
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70,000 miles are covered each year by 
the KWTV Farm Reporters. Here Farm 
Director Wayne Liles shoots field sound- 
on-film from atop one of the farm station 
wagons specially equipped for complete 
mobile operation 


a 7 
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FARM REPORTER 


Farm youth accomplishments are contin- 
vally spotlighted by KWTV. Associate Farm 
Director Jim Hedrick (second from left) 
interviews Grand Champion lamb owner 
at livestock show, as purchaser and Okla- 
homa Governor Edmondson (far right) 
look on. 


1 
Cattle is Oklahoma's major product in the 
state’s No. 1 industry—Agriculture. Live- 
stock reporter Bill Hare shoots film for the 
video portion of KWTV's daily market 
report. Hare reports audio portion direct 
from the stockyards. 


Cover the KWTUV 
$4-County Community trom 


The TOWER with SALESpower 
tu Oklahoma! 


EDGAR T. BELL, General Manager 
JACK DeLIER, Sales Manager 


The Original Station Representative 


| ling the Production Costs of Tv Com- 
mercials. “Consider his responsibili- 
ty: a producer must take the written 
word and make it heard. He must 
take the still picture and make it 
move. In the main, plans for televi- 
sion commercials are still finalized 
from written words which the con- 
sumer will never see and from still 
sketches or photographs which the 
consumer will see only as a continu- 
ing and moving sequence.” 

Mr. White observed that in com- 
mercial production two related abso- 
lutes—time and money—must be 
completely predicted and strictly ad- 
hered to. “But the variable factors of 
television production must be well 
handled by experienced people, or the 
end product will take too long, cost 
too much and have a diminished ad- 
vertising effectiveness.” 

There are no pat rules, Mr. White 
said, for controlling costs, any more 





than there are pat answers to the ques- 
tion of how much a house should cost. 

Posing the question, “at what point 
does a tv commercial begin to cost 
more than expected,” Mr. White came 
up with some general answers: lack 
of understanding and proper com- 
munication between many people; 
miscalculating the amount of produc- 
tion time needed; lack of proper pre- 
planning among agency, client and 
production company; choosing the 
wrong cast; choosing the wrong pro- 
duction company, and finally, it is 
possible the idea wasn’t good in the 
first place. 

The Burnett executive gave an 
example of how commercial produc- 
tion can be controlled. By working out 
most major details in advance, the 
agency was able to complete seven 
commercials on tape for Star-Kist 
Tuna for under $10,000. These com- 
mercials (four one-minute and three 
20-seconds) were done on tape, which 
was felt right for that particular job. 
In addition to affording savings in 
cost, the agency was able to keep the 
freshness and “one-take” quality of 
the performer’s humor (Louis Nye) 
and at the same time achieved good 
reproduction at a minimum of pro- 
duction cost, Mr. White said. 

Mr. White offered the following se- 
ries of check-point questions which 
must be answered affirmatively by ad- 


S. HOOPER WHITE 
. . agency producer important .. . 


vertisers every time a commercial or 
a commercial series is planned for pro- 
duction: 

1. First and last, is the idea a good 
one for selling my product? Does it 
sell with believability? Will they 
want to have my product around the 
house next year, too, because of this 
commercial idea? 

2. Are we allowing enough pre-pro- 
duction planning time? Are the right 
people present at the meeting? 

3. Should the commercial be done 
in animation, in live action, on film 
or video tape? Should it combine ele- 
ments of live-action film and anima- 
tion? Have we decided to use the best 
production methods for the most ef- 
fective selling job? 

4. Have we agreed to allow enough 
time to produce successfully the com- 
mercial material ? 

5. Will its eventual production cost 
be in line with the general television 
budget, including media costs? 

6. Do I trust the ability and com- 
petence of the people assigned to car- 
ry out the idea? 

7. Will I be wise enough not only 
to make suggestions but to listen to 
the other experts involved ? 

Pride, Not Shame 

In a speech urging those in tele- 
vision to be proud of their industry 
and its success, ABC Television net- 
work president Oliver Treyz took a 
swing at television critics who 
“equate popularity with inferiority 

(Continued on page 72) 
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Now it’s easier than ever to have imaginative television commercials! BecauseTerrytoons’ 
convenient Madison Avenue offices house a full-time creative staff, ready to serve adver- 
tisers on-the-spot. Whether you prefer your television commercials straightforward, or 
seasoned with a generous dash of whimsey, one address is a must: 545 Madison Avenue, 


New York 22* new ‘“‘in town’’ sales and creative headquarters of... TERRY TOONS 
A Division of CBS Films Inc. * (Mailing address: 485 Madison Ave., New York 22, N. Y. Telephone: PLaza 1-2345) 


“This 
must be 
the 
place!” 
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JUNE 13, 1960 


Three experts with 


differing points of view 


present attitudes on programming, 


and its effect 


on American values 


Tv balance: a discussion 


he great mass of television ‘programming 

cheapens and debases the very fabric of 
our society—puts it to sleep when it doesn’t 
awaken false appetites. 

The great mass of criticism of television rep- 
resents an attempt by a cultural intelligentsia 
to impose its own values and intellectual needs 
on a reluctant and largely indifferent public— 
an intelligentsia removed from the realities of 
American life and not quite reconciled to certain 
basics of democracy. 

Television mirrors and guides the demands 
and enthusiasms of an infinitely diverse audi- 
ence; television is foisting infantile and some- 







times harmful material on its viewers. 

These hopelessly opposed views are heard 
more often today as a new debate over “program 
balance” (that abused and essentially subjective 
phrase) rages in academic, business and legisla- 
tive circles in what can only be described as a 
backhanded tribute to television: because of its 
reach and persuasiveness it gets all the attention, 
although the issues it raises are raised by all 
other mass media. 

What is the effect, culturally speaking, of the 
corner newsstand, where an astonishing variety 
of illustrated magazines, exposés and candid 
confessions is for sale to any child with a quar- 
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Tv material ranges from discussion shows . . . 


... toa variety of specials ... 


ter? What is the sociological effect of 
the stories most daily newspapers 
consider of prime importance—the 
Finch trial, for instance—on the at- 
titudes and outlook of their readers? 


+ + to histories . . . Television, by comparison, is a more 


refined medium, and one with more 
artistic potential. 

The potential and limitations of tv 
are discussed on the following pages 
of this magazine by three specialists 
in communications and _entertain- 
ment. Our pages were offered to 
them in an attempt to arrive at some 
understanding of the issues involved 
in “program balance” and to suggest 
in a tentative way the complexities 
of the matters so glibly dismissed by 
newspaper columnists and, on the 
other side of the coin, by some rep- 


to comedies . 


resentatives of television. 

Our contributors are E. K. Harten- 
bower, vice president and general 
manager of KCMO-TV-AM-FM Kansas 
City, who is currently chairman of 
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ists 


me 





. . to many levels of singing .. . 


the Television Code Review Board of 
the National Association of Broad- 
casters; Charles A. Siepmann, chair- 
man, department of communications 
in education, New York University 
(co-author of the “Bluebook”), and 
Hendrik (Hank) Booraem Jr., vice 
president in charge of broadcasting, 
Ogilvy, Benson & Mather. 

Mr. Hartenbower, with more than 
25 years in broadcasting, is the most 
dispassionate of the contributors. He 
concedes that television is a “mass” 
medium (he prefers to call it “popu- 
lar”), but also agrees that it has the 
responsibility to “upgrade” tastes 
and levels of appreciation. He ob- 
jects, however, to the “snob manner” 
which is employed by many people 
who argue for more elevated pro- 
gramming. 

“I sometimes suspect,” he says, 
“that our most severe critics resent 
television’s popularity, its appeal to 
people . . . this sort of attitude leads 





. . . to straight action-adventure 


you in effect to criticize James 
Thurber for writing amusing stories 
rather than treatises on guided mis- 
Tehass” 

After pointing to the diversity of 
programming available to viewers in 
almost every major market in the 
country, Mr. MHartenbower asks: 
“Who can pretend that all these pro- 
grams are ‘good’ by esthetic stand- 
ards or ‘good’ by audience-measure- 
ment standards? Heaven knows, we 
in broadcasting wish they all were. 
We wish that all newspapers and 
magazines were the finest, that all 
educational institutions were of the 
highest character. But even so, the 
logic of applying a nonexistent yard- 
stick of superhuman perfection to 
any of them escapes us.” The im- 
portance and influence of the Tele- 
vision Code as a guide in day-to-day 
programming matters is constantly 
stressed by Mr. Hartenbower. 

Professor Siepmann, a former offi- 


cial of the British Broadcasting Corp. 
and a well-known and controversial 
figure in broadcasting, makes an im- 
passioned denunciation of alleged 
advertiser control of programming 
and a plea for greater initiative and 
venturesomeness in television. He 
challenges many of the basic supposi- 
tions of broadcasters. “The claim that 
broadcasters give the public what it 
wants, however you interpret it, is 
disingenuous anyhow. They aren’t 
even primarily concerned with us 
and what we, in our infinite variety, 
want, but with the sponsor and what 
he wants.” 

“The broadcaster,” says Professor 
Siepmann, “has turned time broker 
and lost control over programs with 
consequences plain to see. It’s as if 
all the theatres on Broadway were 
converted to music halls because 
‘musicals’ are known to be surefire 
box-office.” Just giving the people 

(Continued on page 69) 
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Professor Siepmann is probably best 
known in broadcasting for his work 
as a consultant at various times with 
the FCC and for his contribution to 
the “Bluebook” (Public-Service Re- 
sponsibilities of Broadcast Licensees) . 
He is a former vice president of the 
British Broadcasting Corp. (1927- 
1939) and an author of numerous 
books on mass communications and 
education. Professor Siepmann came 
to this country in 1939 and served as 
a lecturer and adviser to the president 
of Harvard University until 1942, 
when he joined the Office of War In- 
formation, responsible for broadcast 
propaganda in the Far East. His most 
recent book, Ty and Our School 
Crisis, won the first Frank Stanton 
award for meritorious research in the 
communications field. 


mericans, observed G. K. Chester- 
ton, are an ingenious and re- 
sourceful people driven by two major 
passions—making money and doing 
good. That these objectives have the 
look of goalposts at the opposite ends 
of the same field doesn’t phase them 
in the least, for here, as always, their 
resourceful ingenuity comes to their 
rescue. Fuse the terms, and you solve 
the problem. Hence, one of America’s 
great contributions to the English 
language—the term “making good.” 
The idea that making money and 
doing good are, or can be, the same 
thing has long been dear to the 
American heart. It was in Calvin 
Coolidge’s mind when he said that 
“the business of America is business.” 
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“Programs these days 


are clothes pegs on which to 


hang advertisers’ wares.’ 


CHARLES A. SIEPMANN 


Chairman, Department of Communications in Education, N.Y.U. 


It echoes back in Charles Wilson’s 
“what’s good for General Motors is 
good for America.” It’s implicit 
(though this is the first, copyright 
disclosure of the fact) in the Com- 
munications Act and the broadcasting 
system that it gave us. Hand broad- 
casting over to private enterprise 
and, while they make money, let 
them do good, or, as the Act cum- 
brously puts it, serve “the public 
interest, convenience and necessity.” 
That, essentially, is the hope, the 
dream from which our system was 
born. We now have more than 30 
years of broadcasting to look back 
over; time enough, surely, for con- 
sidered answer to the question—has 
it “made good”? 

It has certainly made money. In 
radio’s heyday the average station 
was earning 223 per cent a year on 
the industry’s total, depreciated capi- 
tal assets. With the coming of tv, 
some people’s profits have soared 
higher still. In 1957 CBS earned the 
largest profits in its 30 years’ exist- 
ence. In 1958 and 1959 these jumped 
successively to new record highs. 

But have radio and tv simultane- 
ously “done good”? The answer, of 
course, depends on what you mean by 
good. What the radio-tv in- 
dustry means is best expressed by its 
ablest spokesman, Dr. Frank Stanton, 
president of CBS. You do good in 
broadcasting, he claims, by giving 
most people what they want most of 
the time. This, he says, spells “cul- 
tural democracy.” I say it spells 


doing 


dangerous nonsense, the more danger- 


ous for being spoken by a man of 


such high standing and intelligence. 
Feeding 180 million people is, God 
knows, no simple matter, a fact 
which of itself should warn us against 
such pat, simplistic nostrums as Dr. 
Stanton’s. “Giving the public what it 
wants” on these terms is nothing 
better than a gigantic hoax and a 
disservice to the public interest war- 
ranting revocation of a station’s 
license on the score of stupidity or 
irresponsibility or both. The hoax, of 
(like 
most programs on the air) it’s easy 
on the eye and on the ear. The verbal 


course, has worked, because 


hypnotism of “cultural democracy,” 
moreover, works its spell on us, for 
who but a subversive could be against 
culture or democracy? But a hoax 
it is, and that for reasons I want 
patiently to spell out. 


Not All We Want 


It’s true that broadcasting does 
give most of us something that we 
want most of the time. But it is not 
all we want by a long shot. Given a 
nation of consumers, one major ap- 
petite can only be served “most of 
the time” at the expense of other 
appetites. Mothers know that most 
kids love lollypops, but they don’t 
therefore feed them lollypops most 
of the time. Macy’s knows what are 
its best-selling lines. But it doesn’t 
therefore sweep its secondary mer- 
chandise off the shelves or relegate 
it to the basement for sale only be- 
tween 6 and 7 a.m. 

Moreover, to cater only to my 
present appetites is to deny me the 
chance to develop fresh ones. Take 
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me for what I am, and you keep me 
where I am, denying and thereby 
stunting that which, in matters of 
taste and interest and outlook, I have 
it in me to become. I’m not a stone. 
I’m a human being. The chance to 
develop and change is my birthright 
and my essence as a human being. 
Broadcasting is a room with a view, 
a vast, exciting, infinitely varied 
view. I owe small thanks to the 
glazier who frosts every window pane 
but one, confining my view to a 
single apple tree, however luscious 
its fruits. 

The claim that broadcasters give 
the public what it wants, however 
you interpret it, is disingenuous any- 
how. They aren’t even primarily con- 
cerned with us and what we, in our 
infinite variety, want, but with the 
sponsor and what he wants. Programs 
these days are clothes pegs on which 
to hang advertisers’ wares. The 
broadcaster has turned time broker 
and lost control over programs with 
consequences plain to see. It’s as if 
all the theatres on Broadway were 
converted to music halls because 
“musicals” are known to be surefire 
box-office. 

Subservice to sponsors has bred 
derivative evils. Fear of offending 
anyone has become obsessive in the 
industry. Mr. Milquetoast has moved 
in and taken charge. Monday through 
Saturday, from dawn to midnight, 
you search in vain for hard-hitting 
discussions of touchy questions. (You 
may count the exceptions on one 
hand.) See It Now touched life at 
the quick. The McCarthy broadcast 





drew the greatest volume of mail in 
broadcast history. But that spelled 
its doom. The sponsor bowed out, to 
project his “image” on a safer label. 

Sponsor control, moreover, raises 
a nice question. How big is big— 
big enough, that is, for sponsors? 
How many of us must cast our ballots 
before we can elect our broadcast 


representative ? 





































Omnibus provides a good test case. 
It drew an enthusiastic audience of 
12 million families. It made Alistair 
Cooke a household name. I sat with 
him, not long ago, in a Miami bar. 
Pushing his scotch-and-soda toward 
him, the bartender said, “It’s a pleas- 
ure to serve you, Mr. Cooke.” On a 
street in Los Angeles a drunken bum 


(Continued on page 67) 
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Mr. Booraem has spent some 20 
years in show business, the first seven 
as an actor, stage manager and direc- 
tor on Broadway and in stock com- 
panies. He joined Arthur Kudner in 
1937 as assistant to the vice president 
in charge of radio, and a year later 
moved to Young & Rubicam, where 
he directed or supervised many of 
the top radio programs of the time. 
After the war (he served as chief of 
operations for the American Forces 
Network in the ETO) Mr. Booraem 
joined the Hutchins Advertising 
Agency and later the Mutual Broad- 
casting System, as national program 
manager. For the next six years he 
was vice president in charge of pro- 
gram development at McCann-Erick- 
son. Mr. Booraem is the co-author of 
The Sky’s The Limit, which was pro- 
duced on Broadway in 1935. 


mong the television programs 

available to viewers in New 

York City on Saturday night, March 
26, were the following: 

Life of Christ, All Star Golf, Perry 
Mason, Bonanza, High Road, Nation- 
al Football, Leave It to Beaver, I 
Search for Adventure, Lawrence 
Welk’s Dancing Party, Birth of a 
Boys’ Town, The Immense Design, 
White Corridors, Divorce Court, Sea 
Hunt, Jubilee U.S.A., Bowling, The 
Play of the Week, Playboy's Pent- 
house and The Big Beat. 

Saturday night is considered to be 
shoot-em-up night in television. The 
powerhouse programming on CBS- 
TV that evening is all either boots 
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. . « most advertisers 


are not interested in mass 


audiences alone. 
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HENDRIK BOORAEM JR. 
Vice President in charge of Broadcasting, Ogilvy, Benson & Mather 


and saddles or shoulder holsters. But 
in spite of this, New Yorkers could 
commune with Bishop Sheen, rock 
’n’ roll with Richard Hayes, laugh 
with Beaver, update themselves on 
tuna fishing with John Gunther, 
watch golf, bowling, roller skating or 
football. 

They could bathe themselves in the 
champagne music of Lawrence Welk, 
or learn about the nature of the uni- 
verse on Worldwide ’60. They could 
see an Italian movie about homeless 
waifs in Naples, or an English 
medical drama. They could go hill- 
billy with Red Foley or highbrow 
with Ibsen’s The Master Builder. 
They could get the latest news and 
weather in half a dozen spots, visit 
Playboy's Penthouse if their libido 
needed exercise, or gather inspiration 
from an evening prayer. 

No one can complain about the 
variety in television fare being of- 
fered New Yorkers. How could any- 
one balance a program schedule to 
offer more variety than this? 

Of course, this is New York—a 
seven-station market. However, the 
average television set in the United 
States can receive five or more tele- 
vision stations. The people who own 
these sets can get almost as large a 
variety of entertainment as is avail- 
able to a New Yorker. It is true in 
most media of communication that 
people in remote areas are more dif- 
ficult to cover than their more for- 
tunate cousins in the big cities. Thus, 
people in Flagstaff, Ariz., will in all 
probability never be visited by even 
a road company of My Fair Lady. 


Nor will the motion-picture theatre 
there run Ingmar Bergman’s Wild 
Strawberries. The Flagstaff news- 
paper does not offer the coverage of 
the New York Times, and such tele- 
vision as Flagstaffers receive is prob- 
ably pretty humdrum, too. 

But within the limits imposed by 
practical problems of station cover- 
age and the number of broadcasting 
hours available in a week, the tele- 
vision program schedule, considered 
for the country as a whole, offers a 
remarkably varied bill of fare. 


Network Function 


The networks may seem to be 
guilty of an imbalance in program- 
ming. And of course network pro- 
gramming has been the inspiration 
for scathing criticism of the whole 
program structure in television. This 
criticism comes from people who do 
not understand the function of a net- 
work in the total television spectrum. 
Networks are intended to be mass 
instruments of communication, just 
as Life magazine is, just as the Daily 
News is, just as TV Guide is. They 
were specifically created so that ad- 
vertisers wishing to reach national 
audiences could do so in the most 
economical way. To propose that a 
network designed to reach a tele- 
vision audience of 46 million homes 
should program material which ap- 
peals to, let’s say, only four million 
homes, is proposing a bear trap to 
catch a mouse. 

But the networks are mindful of 
the fact that, while they were created 
as an advertising idea, they have 
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come to have a larger purpose and 
responsibility—to provide program- 
ming that will satisfy all tastes. So 
they have scheduled opera, vast 
amounts of news, documentaries, fine 
drama, interview programs and the 
like. And what they have contributed 
has made it possible for each tele- 
vision station affiliated with a net- 
work to offer in 18 to 20 hours a 
day a truly remarkable range of pro- 
gram material. 

No one can deny the need for pro- 
gram balance in television. The 
broadcasters, and specifically the in- 
dividual station owners, have a re- 
sponsibility to provide that program 
balance. My contention is that, by 
and large, the American public is 
getting what they have a right to 
expect from television. 

Moreover, I believe that the ad- 
vertiser is making a substantial con- 
tribution to program balance. It is 
advertiser support and sometimes ad- 
vertiser inspiration which has made 
possible programs such as The 
Twentieth Century, Project 20, Air- 
power, The Play Of The Week, The 
Hallmark Hall of Fame, Metropolitan 
Auditions of the Air, Armstrong 
Circle Theatre and others which are 
certainly familiar to the readers of 
this magazine. The advertisers have 
been as quick as the networks to pro- 
gram this kind of series when it fits 
advertising needs. 

It has always been true, and will 
always be true, I think, that adver- 
tisers’ needs to reach special audi- 
ences are almost as varied as the 
special appetites of the television 


audience. After all, advertising does 
not operate in a vacuum. It is a part 
of, and derives its strength from, the 
fabric of society; every facet in that 
society must have a counterpart in- 
terest in advertising. The statement 
which runs to the effect that television 
programming is tawdry because all 
advertisers are interested only in 
mass audiences just isn’t true. I think 
it is true that most advertisers are 
not interested in mass audiences 
alone. That accounts for their spon- 
sorship of an extraordinary array of 
very special television fare. 


For the Elite Audience 


As an example, the E. I. du Pont 
de Nemours Co. has a good deal to 
say to the elite audience which en- 
joys the Du Pont Play of the Month. 
Olin Mathieson apparently considered 
that it had a need to reach the peo- 
ple who were intrigued by Ed Mur- 
row’s Small World this past season. 
Prudential Life Insurance wants to 
talk to those who can be attracted 
by the Twentieth Century program. 
Standard Oil of New Jersey has de- 
rived great benefit from The Play of 
the Week. Banks are the perennial 
sponsors of news shows, none of 
which gets an audience even half the 
size of Gunsmoke. Norelco has found 
the audiences which tune to Project 
20 productive in selling its product, 
and Equitable Life has made capital 
of Our American Heritage. General 
Electric finds a responsive audience 
to its G. E. College Bowl, and the 
Ford Motor Co. to Leonard Bern- 
stein. (Continued on page 68) 
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Mr. Hartenbower has a background in 
radio and television dating back to 


1933. Recently named chairman of 
the Television Code Review Board of 
the National Association of Broad- 
casters, Mr. Hartenbower had been 
a member of the Tv Code Review 
Board for two years and chairman of 
the special subcommittee on personal- 
product advertising before he was 
elected to his present board post. Mr. 
Hartenbower started his broadcasting 
career with NBC in Chicago, even- 
tually joining the Blue Network as 
an account executive. He joined ABC 
as central division manager early in 
1944 and at the end of that year lejt 
to become general manager of KCMO 
Broadcasting Co., now KCMO Broad- 
casting—Division of Meredith En- 
gineering Co. He assumed managerial 
direction of television, radio and fm 
for that company in 1953. In his 
years in network and local broadcast- 
ing, Mr. Hartenbower worked in many 
diverse areas in addition to sales: 
writing, production and promotion. 


W: have been talking about “pro- 


gram balance” in radio and 
television for years. I cannot offer any 
academic panaceas or magic formu- 
las in our present attempt to snare 
this will o’ the wisp. But the indus- 
try philosophy on the question is, 
or should be, well known. 

Program balance is the responsi- 
bility of the individual broadcaster. 
It is necessary that he meet fully 
the programming needs of his view- 
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“Program balance 


is the responsibilty ot the 


individual broadcaster” 


E. K. HARTENBOWER 


Vice President and General Manager, KCMO-TV 


Chairman, NAB Television Code Committee 


ing public. This requires the com- 
bined _ talents 
depth, background and perspective of 


of persons having 
the community they must serve. The 
Television Code is a guide in this 
complex area. Our industry record 
is most impressive and speaks for 
itself. 

The authors of the Television Code 
—all of them successful, practicing 
preamble 
with these sentences: “Television is 


broadcasters—began _ the 


seen and heard in every type of 
These homes in- 
clude children and adults of all ages, 


American home. 


embrace all races and all varieties of 
religious faith, and reach those of 
every educational background.” And 
later in the preamble, “Television 
and all who participate in it are 
jointly accountable to the American 
public for respect for the special 
needs of children, for community re- 
sponsibility, for the advancement of 
education and culture, for the ac- 
ceptability of the program material 
chosen, for decency and decorum in 
production, and for propriety in ad- 
vertising.” 

This makes sense to me—far more 
sense than the arbitrary calculation 
of various percentages for the allo- 
cation of broadcast time by subject 
matter, and vague carping about the 
general “low level” of tv culture. 
After all, “community responsibility,” 
even in this day of lightning com- 
munications, must differ considerably 
in rural Kansas and metropolitan 
New York. And if not, why isn’t the 
Emporia Gazette a carbon copy of 






the New York Times? 

It seems to me that many of our 
industry’s best-meaning critics who 
invent schemes of “balanced” pro- 
gramming have forgotten a very 
basic fact about the nature of tele- 
vision. It is a popular medium—and 
I think popular is a far better term 
than mass. And to be popular you 
must have people; you must have 
viewers. This is not to imply con- 
cepts like the “lowest common de- 
nominator” and the “12-year-old 
mind”—phrases, by the way, I have 
never heard uttered by a broadcaster. 
It should imply that no matter what 
you put into the family living room 
—a college lecture, a religious drama, 
a western, a symphony, a whodunit— 
you make it as interesting, as invit- 
ing, as entertaining as you possibly 
can. In short, you appeal to your 
audience. 


Is Appeal Resented? 


I sometimes suspect that our most 
severe critics resent television’s popu- 
larity, its appeal to people. This 
luxury of criticism we broadcasters 
cannot afford. Particularly when this 
sort of an attitude leads you in 
effect to criticize James Thurber for 
writing amusing stories rather than 
treatises on guided missiles. I think 
the result is anything but balance. 

But there is another side to the 
coin. Granted that television is a 
popular medium, does not the 
broadcaster have a responsibility to 
“lead” public taste, to “upgrade” 
and encourage the cultural level? Ob- 
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viously he does, though certainly not 
in the snob manner which such 
phrases suggest. 

The authors of the Televison Code 
put this concept in a very positive 
way. They stated that the television 
broadcaster should (a) “be thor- 
oughly conversant with the educa- 
tional and cultural needs and desires 
of the community served”; (b) 
“affirmatively seek out responsible 
educational and 
cultural institutions of the community 


and accountable 


with a view toward providing op- 
portunities for the instruction and 
enlightenment of the viewers,” and 
(c) “provide for reasonable experi- 
mentation in the development of pro- 
grams specifically directed to the ad- 
vancement of the community’s cul- 
ture and education.” 

And there is another very impor- 
tant sentence in this same section of 
the code: “It is . 
of stations, 


. . the responsibility 
networks, advertising 
agencies and sponsors consciously to 
seek opportunities for introducing 
into telecasts factual materials which 
will aid in the enlightenment of the 
American public.” 

Now, are these just fine phrases? 
I honestly don’t think so. I think 
the record shows that the industry 
takes these responsibilities seriously, 
and the broadcast schedules show 
this to be so. Let me illustrate. To 
an extent, of course, personal 
opinions enter here; one man’s 
culture and education are another 
man’s sleeping pill. 
How many school children would 


have recognized the names of Dr. 
Frank Baxter or Joseph Welch or 
Leonard Bernstein before the inven- 
tion of the orthicon tube? 

Librarians tell us that children 
are reading more—the classics—their 
interest inspired by television. There 
has recently been an upsurge in de- 
mand in adult libraries for the works 
of Henry James. 

I was once told that the great 
violinist, Josef Szigeti, played, on one 
television appearance, before more 
people than had heard him in 40 
years of concert playing. The pro- 
gram was the old Milton Berle show! 


More Heat than Light? 


about 
“trends” in television programming 


We hear a great deal 


these days. And since everybody 
concerned with a “trend” has his 
own point of view which he will 
translate into his own specialized 
vocabulary, I can only see that to 
take part in such a discussion would 
generate more heat than light. I 
rather doubt, too, that the average 
viewer is concerned as much over 
trends as what’s on the air this 
afternoon or tonight or tomorrow 
morning. Apparently viewers are 
mightily concerned over this, since 
TV Guide, with its program listings, 
is said to have one of the highest 
circulations of all the popular maga- 
zines. 

Just what can the television viewer 
expect to see among offerings which 
are educational, cultural or other- 

(Continued on page 70) 
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Good for the public... 


























Panel Participants. Standing: Bill Fromm, manager of new business and promotion and Dick Close, vice president, 
NBC Spot Sales. Seated: Media men Pardoll, Leonard, McEvoy, Vitt, Liddell and Wasko 


NBC's George Dietrich and Mr. Pardoll 
discuss programs 


































































pepe is doing a whale of a 
job for its viewers and for its ad- 
vertisers, but not nearly enough for 
itself, according to participants in the 
first NBC Spot Sales Media Managers 
Conference, which explored the gen- 
eral subject of Station Public-Service 
Programming. 

The panelists, most of whom were 
caught up immediately in semantic 
difficulties related to a definition of 
“public service,” were generally hos- 
tile to the idea of programming by 
Government or pressure-group edict. 
“Station management . . . is in the 
best position to be arbiters of what 
should be disseminated through their 
medium. This is quite different from 
the other concept which suggests that 
somebody is going to come up with 
program formulae based on what is 
‘good for the public.’ The latter is un- 
sound,” said Newman McEvoy, senior 
vice president of Cunningham & 
Walsh. 

The panel was an outgrowth of the 
most recent NBC Spot Sales Time- 
buyer Opinion Panel (TELEVISION 
ace, April 18), which covered the 
topic of Station Public-Service Pro- 
gramming and was designed to allow 
media managers to explore this and 
other important subjects in greater 
depth. Participants in this first meet- 
ing, held in New York May 9 under 
the direction of Richard Close, vice 
president, NBC Spot Sales, were, in 
addition to Mr. McEvoy: Sam Vitt, 
vice president and associate media di- 
rector of Doherty, Clifford, Steers & 
Shenfield; Don Leonard, media di- 
rector, Fuller & Smith & Ross; Dave 
Wasko, vice president and media co- 
ordinator, Geyer, Morey, Madden & 
Ballard; Arthur Pardoll, associate 
media director, Foote, Cone & Beld- 
ing, and Bob Liddell, head timebuyer, 
Compton Advertising. 

All panelists seemed cognizant of 
the essentially local importance of the 
subject—that public service is the re- 
sponsibility of individual broadcast- 
ers. Mr. McEvoy, in arguing that sta- 
tion management is in the best posi- 
tion to determine public needs, noted 
that “the personal interests of people 
in Bangor, Me., are quite different 
from those in Tulsa.” 


DCS&S’s Mr. Vitt expressed this 
sentiment in another way: “It seems 
to me the amount of public-service 
programming falls in the area of crea- 
tive management judgment. It’s a 
matter of ‘feel’ rather than rigid lim- 
itations. If local management and lo- 
cal programming people are function- 
ing properly, they will have a feel for 
their community needs and wants, and 
these will vary appreciably from mar- 
ket to market.” 

Probably the major problem faced 
by the panelists—and one faced by 
just about everyone else—was to come 
up with an acceptable definition of the 
term “public service.” “Doesn’t pub- 
lic-service programming . . . need a 
redefinition?” asked Mr. Vitt. “Be- 
cause the term public service, in itself, 
means service to a vast number of 
people. If we should decide that a 
Play of the Week or a Sunday-after- 
noon concert are public-service shows 
because they are quality shows, we 
are going to contradict ourselves. . . . 
If we are making a checklist of qual- 
ities which define public service, I 
think one would be to inform the 
viewer, whereas he isn’t informed by 
what we might call escape program- 
ming.” 

Compton’s Mr. Liddell suggested a 
simpler definition: “Can’t you take 
the title—thereby ask the question— 
and in that way arrive at a definition? 
Public-service programming—does it 
serve the public? Does the station 
serve the public with this program? 
Does it give the public something they 
do not get any other way?” Mr. Lid- 
dell added that entertainment values 
can be included—but as an adjunct, 
not as its basic justification. 

Mr. McEvoy said he explored the 
subject of public service in a gen- 
eral way with several of his buyers, 
and each came up with a different an- 
swer and each was “rather precious.” 
Mr. McEvoy’s own judgment: “That 
the public-service contribution seems 
to be in inverse ratio to entertainment 
capacity, which is most unfortunate. 
. . . The public makes its judgment 
and casts its vote with Nielsens and 
ARBs, and it does very forthrightly, 
every day of the year. Its vote seems 

(Continued on page 48) 
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if “programming 
by formula’ best 
serves the viewer's 


interest 
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ID’s lead spot increase 


First-guarter billings set new high of $168 million, TvB report shows 


pot television advertising expendi- 

tures by national and regional 
advertisers in the first quarter of this 
year were $167,981,000 on a gross- 
time basis, as compared with $151,- 
414,000 in the comparable period of 
1959, according to the Television 
Bureau of Advertising’s initial quar- 
terly spot-billings report for the cur- 
rent year. 

The January-February-March fig- 
ure, which marks the beginning of 
the fifth year in which TvB, in con- 
junction with the N.C. Rorabaugh 
Co., has released reports on national 
and regional spot expenditures, in- 
cludes reporting from 339 stations, 
as against the °59 total of 341 sta- 
tions, and represents a 10.9-per-cent 
increase over the same period of the 
preceding year. An analysis com- 
paring 300 stations reporting during 
the first quarter of both 1959 and 
1960 showed an increase of 12 per 
cent in spot television expenditures. 

Announcements during the first 
quarter of *60 accounted for $128,- 
788,000 (76.7 per cent) of the total, 
programs for $21,221,000 (12.6 per 
cent) and ID’s for $17,972,000 (10.7 
per cent). An analysis of type of spot 
activity between the first three 
months of last year and of this year 
showed that announcements (in- 
cluding participations) reflected the 
largest increase in dollar expendi- 
tures. 

A breakdown of spot spending by 
time of day, again comparing the 
two quarters, revealed that the largest 
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increase currently is in the use of 
nighttime (Class A or AA) tele- 
vision. For 1960's first quarter, 
nighttime represented 52.2 per cent 
of the total ($87,752,000), daytime 
33.2 per cent ($55,699,000) and late 
night 14.6 per cent ($24,530,000). 

Leading spot tv advertiser for the 
quarter was, pretty much as always, 
Procter & Gamble, which spent $13,- 
466,400 in the medium; runner-up 


was General Foods Corp., with an 
expenditure of $5,036,000. Present 
for the first time among the top 100 
spenders in any quarter were B.C. 
Remedy Co. ($353,100), Hudson 
Pulp & Paper Corp. ($364,600), 
Martinson’s Coffee, Inc. ($446,300), 
Minnesota Mining & Manufacturing 
Co. ($736,800) and Mobil Oil Co. 
($823,700) . 


Major product classifications show- 





First-Quarter Spot Tv Expenditures: ’56-'60 


1956 1957 1958 1959 1960 
Agriculture _ $310,000 $410,000 $388,000 $536,000 $567,000 
Ale, Beer & Wine 8,323,000 8,514,000 9,399,000 11,250,000 11,948,000 
Amusements, 

Entertainment 157,000 119,000 84,000 140,000 343,000 
Automotive : 3,280,000 2,293,000 2,089,000 1,816,000 6,102,000 
Building Material, 

Equipment, Fix- 

tures, Paints 805,000 450,000 514,000 423,000 504,000 
Clothing, Furnish- 

ings, Accessories 1,793,000 2,170,000 2,879,000 3,827,000 4,459,000 
Confections & Soft 

ee 4,673,000 7,234,000 6,278,000 7,307,000 6,959,000 
Consumer Services 2,952,000 3,177,000 3,481,000 4,196,000 4,499,000 
Cosmetics & 

Toiletries 7,442,000 10,660,000 11,544,000 11,736,000 12,956,000 
Dental Products 4,253,000 1,536,000 3,263,000 4,070,000 2,909,000 
Drug Products 10,726,000 12,981,000 11,560,000 16,218,000 16,624,000 
Food & Grocery 

Products 28,461,000 32,860,000 33,331,000 45,069,000 47,396,000 
Garden Supplies & 

Equipment __ 134,000 190,000 251,000 262,000 332,000 
Gasoline & 

Lubricants 3,123,000 5,422,000 5,177,000 5,179,000 5,667,000 
Hotels, Resorts, 

Restaurants ____ 48,000 87,000 84,000 109,000 213,000 
Household Cleaners, 

Cleansers, Pol- 

ishes, Waxes* — 1,579,000 2,808,000 1,987,000 11,331,000 9,693,000 
Household Equip- 

ment, Appliances 1,505,000 1,472,000 1,083,000 785,000 1,980,000 











ing the most substantial increase 
when the first quarter of this year is 
compared with its °59 counterpart 
are automotive, which again took a 
considerable jump in going from 
$1,816,000 to $6,102,000 for a 236- 
per-cent rise (following a 264-per- 
cent leap in the third quarter and a 
increase in the final 
three months of °59); publications, 
from $332,000 to $765,000 for a 


181-per-cent 


130-per-cent climb; tobacco prod- 
ucts and supplies, from $7,191,000 
to $11,038,000 (54 per cent) ; house- 
hold equipment and appliances, up 52 
per cent from $786,000 to $1,980,- 
000, and household, general, up 89 
per cent to $1,721,000 from $910,- 
000. 

Individual spot advertisers who 
increased _ their 


expenditures ma- 


(Continued on page 71) 





Household 

Furnishings - 768,000 1,380,000 661,000 1,249,000 976,000 
Household Laundry 

Products* 4,747,000 3,732,000 8,643,000 9,557,000 10,756,000 
Household Paper 

Products 1,108,000 1,618,000 1,284,000 1,302,000 1,711,000 
Household, General 975,000 592,000 1,058,000 910,000 1,721,000 
Notions 80,000 30,000 65,000 42,000 34,000 
Pet Products 986,000 1,679,000 1,477,000 2,441,000 2,841,000 
Publications 564,000 553,000 300,000 332,000 765,000 
Sporting Goods, 

Bicycles, Toys — 98,000 115,000 260,000 586,000 682,000 
Stationery, Office 

Equipment 73,000 131,000 36,000 65,000 15,000 
Television, Radio, 

Phonograph, 

Musical Instru- 

ee ae 626,000 423,000 342,000 501,000 259,000 
Tobacco Products & 

Supplies 7,081,000 10,331,000 8,072,000 7,191,000 11,038,000 
Transportation & 

Travel 665,000 884,000 666,000 960,000 1,410,000 
Watches, Jewelry, 

Cameras 1,834,000 1,249,000 1,362,000 148,000 490,000 
Miscellaneous 1,040,000 1,835,000 1,440,000 1,876,000 2,132,000 
TOTAL _. 100,209,000 116,935,000 119,062,000 151,414,000 167,981,000 
Reporting Stations_ 267 321 333 341 339 


* Starting with fourth quarter 1958, liquid cleaners included in sub-class “Cleaners, 


Cleansers.” 
Source: TvB-Rorabaugh. 


Top Spot Advertisers 


. Colgate-Palmolive Co. ..... 


in First Quarter 


Rank 
6. Adell Chemical Co. ....... $2,981,600 
64. Alberto-Culver Co, ....... 604,700 
8. American Home Products 
GOO, ecu cnscabescscsces Quen 
53. American Motors Corp. ... 651,700 
19. American Tobacco Co. .... 1,745,300 
31. Anheuser-Busch, Inc. ..... 927,200 
44. Associated Products, Inc. .. 736,400 
66. Atlantic Refining Co. .... 576,000 
73. Atlantis Sales Corp. ...... 503,900 
20. Avon Products, Inc. ...... 1,385,900 
100. B. C. Remedy Co. ........ 353,100 
83. B. T. Babbitt, Inc. ........ 435,000 
76. Beech-Nut Life Savers, Inc. 480,900 
4. Bristol-Myers Co. ........ 3,717,500 
14. Brown & Williamson Tob. 
OES 1,869,900 
91. Burgermeister Brewing Corp. 375,300 
89. Campbell Soup Co. ....... 397,800 
45. Carling Brewing Co., Inc. 734,800 
eee 369,400 
81. Carter Products, Inc. ..... 444,000 
71. Chesebrough-Ponds, Inc. .. 525,100 
23. Coca-Cola Co./Bottlers .... 1,098,400 


3,203,500 


50. Consolidated Cigar Co. .... 678,000 
12. Continental Baking Co. ... 2,108,700 
55. Corn Products Co. ........ 649,900 
42. Drug Research Corp. ..... 742,700 
38. Esso Standard Oil Co. .... 774,300 
a ee 360,300 
65. Max Factor & Co. ........ 581,800 
41. Falstaff Brewing Corp. .... 745,800 
Oi: PUNE UR cetinndheavcoess 534,700 
22. J. A. Folger & Co. ....... 1,207,700 
72. Food Manufacturers, Inc. . 521,700 
25. Ford Motor Co. Dealers .. 1,032,500 
47. E. & J. Gallo Winery ..... 708,500 
33. General Electric Co. ...... 879,700 
2. General Foods Corp. ...... 5,036,000 
29. General Mills, Inc. ....... 958,900 


5. General Motors Corp. .... 


432,100 


. General Motors Corp. 


Dealers 946,500 


SY SE eee 455,700 

. Great Atlantic & Pacific 
ek: Gs See ade sabes sce 414,400 
4. Grocery Store Products Co. 502,500 
. Theo. Hamm Brewing Co. 607,600 
, PE SOE atheas 4 s4 45.0 @ 605,600 
. Hills Bros. Coffee, Inc. .... 362,500 
. Hudson Pulp & Paper Corp. 364,600 
. International Latex Corp. .. 2,328,500 
. International Milling Co. .. 402,000 


(Continued on page 71) 
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Window display promotes WCPO-TV 









Bernie Pawlus 


lot of reciprocal back-scratching 
recently took place in Cincin- 
nati, after which the participants in- 
dulged in some back-patting, too, for 
a promotional job well done. 
Working under the “you help us, 
we help you” policy were WCPO-TV, 
three major Cincinnati department 
stores, a toy corporation, an appliance 
distributor and an advertising agency, 
Farson, Huff & Northlich, Inc. 
Probably the most interesting 
aspect of the promotion—at least, 
most interesting to the public—was a 
display set up in a window of H. & S. 
Pogue Co. in which passers-by could 
see themselves on closed-circuit tv. 
The department store, an FH&N client, 
is a co-sponsor of the station’s nightly 
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news show 





Triple play 


merchandising operation 


newscast with Al Schottelkotte. A 
life-sized cut-out of the newscaster was 
placed in the window along with a 
teletype unit, a small closed-circuit 
camera and a receiver. Standing out- 
side, spectactors could see their im- 
ages on the set. A similar display in- 
side the store enabled patrons to start 
a tape-recorded announcement by Al 
Schottelkotte inviting them to tune 
in his program. 
Children’s Window 

At McAlpin’s department store, the 
display accent was on kid-show view- 
ers. In a window of the downtown 
building, a dummy boy and girl sat 
before a huge tv screen showing por- 
traits of Moe, Joe and Larry of Three 
Stooges fame. Surrounding the “kids” 


Push-bution newscaster 


Station, agency, client 





Impressive electronic exhibit 


combine efforts for successful 


was an assortment of games and toys 
distributed by the program’s sponsor, 
Imex Toy Corp. A life-sized cut-out of 
Bob Shreve, WcPo-TV emcee, high- 
lighted an Imex display in the store’s 
toy department. 

A third window display in the J. C. 
Penney downtown store featured that 
retailer’s sponsorship of Million Dol- 
lar Movie. An in-store display was 
built around a regular Channel 9 tv 
camera, microphone boom and vari- 
ous tv sets and stereo equipment. The 
Zenith receivers and phonographs 
here, along with Zenith and Norge 
products displayed at H. & S. Pogue 
Co., were supplied by Knodel-Tygrett 
Distributors, which — along with 


(Continued on page 50) 
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Film Report 


NEW FILM FIRM 

Programs For Television, Inc., dis- 
tribution-production firm set up by 
Leonard Loewinthan and Everett 
Rosenthal (formerly of Pyramid Pro- 
ductions) and Michael M. Sillerman 
(formerly of TPA and NTA), is out 
to supply “programs with offbeat 
commercial value . . . to offset the 
current glut of tired, routine shows.” 

In its first move, PTI made a mil- 
lion-dollar cash down payment on the 
purchase of U, S. distribution rights 
for 38 new J. Arthur Rank features 
in what was described as the biggest 
tv deal ever made by that interna- 
tional motion-picture company. Stars 
include Michael Redgrave, David 
Niven, Alec Guinness, Kay Kendall, 


James Mason and others in such pic- 
tures as To Paris With Love, Doctor 
in the House, The Lady Killers and 
The Love Lottery. 

PTI, according to its executives, 
intends to present programs “that will 
be economically and artistically de- 
sirable to stations and networks, pro- 
grams with a new technique of sub- 
sidized public-service values, and pro- 
grams produced together with groups 
of legitimate stage producers and 
leading film producers.” Next step: 
a special featuring the Duke and 
Duchess of Windsor as hosts, which 
will be based on a series on the evolu- 
tion of fashions appearing in the Lon- 
don Daily Express and to be pub- 
lished by McCall's. This special may 





FILM SUCCESS .. 2... ccsccene 


he Phil Silvers Show, which was 

placed on the market-by-market 
route last fall by CBS Films, appears 
to be as big a hit regionally and lo- 
cally as it was on CBS-TV. Currently 
seen in 126 markets, the series con- 
tinues to garner impressive ratings 
and to do a job for its various spon- 
sors. 

One of these, the American Stores 
Co. of Philadelphia, is especially 
pleased with results of its investment. 
Bankrolling the comedy on WRCV-TV 
Philadelphia on Thursdays, 7-7:30 
p.m. the sponsor has watched Nielsen 
ratings grow from a 13.2 in October 
when it started to an average Nielsen 
for the first three months of this year 
of 19.8. February rating was 21.7, 
which compares to a 19.1 for the same 
time slot with a different program in 
February of 1959. 

“You can definitely add American 
Stores Co. to the long list of clients 
for whom Sergeant Bilko has done a 
solid job,” says Jack Barr, advertising 
manager of the company. “Our agen- 
cy, Gray and Rogers of Philadelphia, 
sought the ideal program to reach a 
family audience, and they certainly 
found an hilarious winner—in the 
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form of high ratings, rewarding com- 


ments and tremendous promotional 
possibilities.” 

Phil Silvers stars in the series as 
the famous Bilko, a regular Army 
sergeant, and is assisted by a number 
of cronies, all of whom are seasoned 
Broadway actors. It depicts the 
humorous involvements he and his 
men get into at mythical Fort Baxter 
in Kansas. The first half of The Phil 
Silvers Show was produced by Nat 
Hiken and the second half by Edward 


J. Montagne. 


be the pilot of a new monthly series 
to be produced with the Windsors 
internationally. It would be titled Up 
and Down the Years. 

Other PTI program plans: a public- 
service series of 130 five-minute art 
lessons for children and a public 
service series of 50 half-hour Court 
of Human Relations programs which 
represent over $1 million in produc- 
tion. 

Mr. Loewinthan is president of the 
new company, Mr. Rosenthal is ex- 
ecutive vice president in charge of 
programs and production, and Mr. 
Sillerman is executive vice president 
in charge of sales. 


PLAY HAS AN AUDIENCE 

Cultural programs can get ratings 
too. At least, that seems to be obvious 
from American Research Bureau’s 
April report for Baltimore which 
shows that National Telefilm Asso- 
ciates Play of the Week got a 17.9 
rating in a Monday 9-11 p.m. time 
slot. 

The figure is significant on several 
counts: it never varied throughout all 
quarter-hour segments of that two- 
hour span, and the program was up 
against established network competi- 
tion in that three-station market. The 
17.9 rating put Play of the Week in 
second place most of that period, and 
in first place from 10:30-11 p.m. It 
was telecast by wBaL-Tv, an NBC-TV 
affiliate. 


THEATRE ON THE MARKET 

CBS Films, mindful of prestige- 
oriented sponsors and public service- 
minded stations, has placed The Rob- 
ert Herridge Theatre on the market- 
by-market route to join what appears 
to be a trend in syndication toward 
more ambitious programming. 

The anthology series, consisting of 
26 half hours, is available on either 
tape or film at a price reportedly well 
below that usually asked for the more 
routine film shows. It has already 
been sold to Australian and Canadian 
television interests. 
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Bissell « Clinton E. Frank 





TELEVISION COMMERCIALS, INC., Hollywood 
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Flako Prod., Quaker Oats « Clinton E. Frank 
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ELEKTRA FILM PRODUCTIONS, INC., New York 
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PROGRAMS .. . 

Believe it or Not, tv version of the 
Ripley feature, will be filmed by 
Sceptre Productions at Goidwyn 
Studios beginning this month. . . . 
Alice in Wonderland, a half-hour 
series in color, will be produced for 
Screen Gems by Clarence Greene and 
Russell Rouse. The program re- 
portedly is aimed for a spot on NBC- 
TV. 

Tales of the Unexplained, series of 
mystery dramas, will be produced by 
Herb Strock for Herts-Lion Interna- 
tional in Europe. KBTV Productions 
reportedly will syndicate the series 
for a late-fall or early-1961 start. ... 
The Protectors, new police series star- 
ring George Raft, is scheduled to be- 
gin production at Republic Studios 
late this month. 

Mrs. Franklin D. Roosevelt has 
been signed to another television 
role: this one as narrator-hostess of 
Operation Escape, a series of 39 half- 
hours which dramatize stories of es- 
cape from behind the Iron Curtain. 
It is produced by American-Conti- 
nental Telefilms, Inc., and will be 
distributed by Jayark Films Corp. . . 
Fremantle International has obtained 
international radio and tv distribu- 
tion rights to next week’s Patterson- 
Johannson heavyweight champion- 
ship match. Approximately 40 coun- 
tries are expected to be serviced by 
various devices, including microwave 
relay, tape, hot kine and edited film. 
Off-the-line recordings will be made 
on the west coast for the Far East, 
while separate recordings will be 
made in New York for Latin America 
and Europe. 

United Artists Associated, taking 
note of the fact that this is the 125th 
anniversary of the birth of Mark 
Twain and the 50th of his death, is 
releasing as a local tv “special” The 
Adventures of Mark Twain, a Warner 
Bros. feature. . . . Bold Journey, dis- 
tributed by Banner Films, has been 
named the outstanding adventure 
and travel program on television for 
1959 by the National Association for 
Better Radio and Television. 


SALES ... 

MCA TV’s Shotgun Slade has been 
sold to R. J. Reynolds Tobacco Co. 
for three markets in Virginia, Wis- 
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consin and upstate New York. In 
addition, the mystery-adventure series 
has been ordered by Whittles’ Bar- 
gain City and Cochran’s Hardware & 
Furniture Co. in a_ co-sponsorship 
deal for one Oklahoma market. The 
series continues to get promoted 
heavily: Scott Brady, its star, re- 
cently completed a five-city personal- 
appearance tour on behalf of P. 
Ballantine & Sons. Dell Publishing 
Co. has just published a new comic 
book titled Shotgun Slade for na- 
tional distribution. 

Interpol Calling, distributed by In- 
dependent Television Corp., has been 
sold in more than 109 markets, of 
which at least 58 per cent are in the 
top 75. Recent local and regional 
buyers include the following: Com- 
monwealth-Edison, Krey Packing, 
Renault, Lincoln-Mercury and Dodge 
cars, Sealey and Restonic mattress, 
Millers High Life, Piel’s, Pfeiffer 
Brewing, Labatts Brewing and Blitz- 
Weinhard. . . . Three more automo- 
tive sponsors have signed for Ziv- 
UA’s Home Run Derby. They are 
Silver State Cadillac, Colorado 
Springs; Cloverleaf Motors, Inc., 
Fort Wayne, and Glovers Dodge, 
Inc., Charleston. The baseball series 
has now been sold in 159 markets. 

In addition to a number of sta- 
tion purchases of its Warner Bros. 
and United Artists features and 
Popeye and Warner cartoons, United 
Artists Associated has sold a num- 
ber of individual pictures which are 
to be shown as local “spectaculars.” 
These include Golden Marie (which 
was picked up by three stations), 
Abe Lincoln in Illinois, and The Ad- 
ventures of Mark Twain. UAA made 
a number of sales of such groups as 
the Movieland, Science-Horror and 
Sherlock Holmes features. 

Deputy Dawg, new cartoon series 
distributed by CBS Films, was sold 
in more than 15 markets in its first 
two weeks in syndication, grossing 
more than $600,000. The series, con- 
sisting of 104 cartoons, was produced 
by Terrytoons. First sales were to 
Metropolitan Broadcasting Corp. 
(wNEW-Tv New York, WTTcG-TV 
Washington, WTvH Peoria and Kovr- 
Tv Stockton), WBKB Chicago, KTTV 
Los Angeles, WHDH-TV Boston, 
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wcco-Tv Minneapolis and WJBK-TV 
Detroit. . . . wor-Tv New York has 
purchased Official Films’ Almanac, 
which is now sold in 75 markets. 
Screen Gems completed its ninth 
network nighttime transaction for 
next fall with the sale of My Sister 
Eileen to Colgate-Palmolive. The se- 
ries will be presented over CBS-TV, 
Wednesdays, 9-9:30 p.m. Counting 
national spot deals and other network 
time, SG will account for 14 programs 
in the fall, or nine hours a week of 
time. . . . General Electric Co. has re- 
newed General Electric Theatre with 
CBS-TV for the seventh straight year. 
Stanley Rubin has been made execu- 
tive producer of the series, which 
will be filmed at Revue Productions. 
. . . Desilu Productions has sold 39 
episodes of Desilu Playhouse to 
Herald-Sun TV, Ltd., of Melbourne, 
and Television Corporation, Ltd., of 
Sidney, for Australian airing. 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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COMMERCIAL CUES... 

A complete mobile RCA video-tape 
recording system will be delivered 
to Glenn-Armistead TV of Hollywood 


this month. The two-truck unit in- 


cludes cameras, tv and audio tape 
recorders, filming facilities, and 
switching and special effects equip- 
ment. 

Filmaster Productions is moving 
its operation from Republic Studios 
back to California Studios, its origi- 
nal home. The move is said to be 
due to restricted stage space at Re- 
public. 

Richard S. Mulford, formerly di- 
rector of the television commercial 
division of Desilu Productions, has 
joined the Los Angeles staff of 
D’Arcy Advertising Co. as director 
of radio and television. . . . Paul 
Blustain has joined the tv-radio de- 
partment of McCann-Marschalk Co. 
as a commercials producer. He was 
previously with Young & Rubicam, 
Inc., in tv and radio commercial 
production. . . . Bill Bracken has 
joined Keitz & Herndon, Dallas com- 
mercial production house, as an ac- 
count executive. 


BUDWEISER SPREAD 


Budweiser Beer (D’Arcy, St. 
Louis) has purchased national rights 
to National Telefilm Associates’ The 
Third Man series. Budweiser, which 
for the past two years has sponsored 
another NTA program, U.S. Marshal, 
plans to spotbook the show in over 
100 markets outside of New York 
City (where Rheingold has the 
rights). Although the exact purchase 
figure was not revealed, it is said to 
come to well over $1.5 million, mak- 
ing it one of the largest buys of its 
kind this season. The pact, covering 
the span of a year, is for 39 first-run 
and 13 re-run half-hours. 


RESIDUAL INCOME 

An indication of why television 
residuals are such an important con- 
sideration in production budgets: the 
Screen Actors Guild reports tv re- 


_ sidual income of $2,337,848 during 


the past six months. Total collected 


| by SAG since 1953: $14,407,967. 


| PERSONNEL ... 


Harold Goldman, 


executive vice- 





president of NTA since its founding 
in 1954, has resigned to embark on 
an as yet undisclosed business ven- 
ture of his own. According to the 
company’s president, Oliver Unger, 
the vacant post will not be filled im- 
mediately, and he himself will take 
over most of Mr. Goldman’s func- 
tions. 

In another executive change at 
NTA, Howard Singer, assistant gen- 
eral attorney, has becn named as- 
sistant to the president. Prior to 
joining the company in 1959 Mr. 
Singer was a staff attorney for 





MR. SINCER 


MCA TV and before that had been 
associated with the New York law 
firm of Greenbaum, Wolff & Ernst. 
. .. Frank V. Bremer, veteran broad- 
caster and a consultant to WNTA-TV- 
AM-FM for the past two years, has 
retired. 

Independent Television Corp. has 
expanded its sales organization with 
the addition of five new executives. 
They are Walter Plant, Cy Kaplan, 
James Delaney, Robert R. Rodgers 
and Paul Weiss. Messrs. Plant, De- 
laney and Weiss report to William 
Dubois, vice president in charge of 
ITC’s Chicago office, while Messrs. 
Kaplan and Rodgers report to Kevin 
O’Sullivan, manager, 
New York City sales division. . 


acting sales 
Ed Palmer, assistant to the president 
at Flamingo Telefilm Sales, has re- 
signed that post to join Herman 
Rush Associates as president and 
executive producer of Fairway Pro- 
ductions, Inc. (which makes Golf 
Tip of the Day). 

Hal Golden has been appointed 
vice president, director of sales, for 
MCA TY, with headquarters in New 
York. Mr. Golden joined MCA TV 
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MK. GOLDEN 


in 1954 as executive in charge of 
the Buffalo office and was transferred 
to Chicago in 1957, where he served 
as supervisor of station sales. 

Wallace Hutchinson, district man- 
ager, western division for ITC, has 
been appointed western division sales 
manager, replacing John Serrao, who 
has resigned. 

TCF-TV has appointed Herbert 
Hirschman as producer of Hong 
Kong, hour-long series for ABC-TV. 
Mr. Hirschman had previously been 
with CBS-TV and had produced and 
directed such programs as Play- 
house 90, Goodyear Theatre and 
Studio One. 

Robert Cinader, executive pro- 
ducer for Paramount TV, has re- 
signed his position due to reported 
policy differences. Mr. Cinader was 
previously an executive with Hal 
Roach Studios, California National 
Productions and the William Mor- 
ris office. 


UNION NEGOTIATIONS 

An apparent complete breakdown 
in negotiations betwen the Writers 
Guild of America and the Alliance of 
TV Film Producers and AMPP is 
bringing the tv industry to the brink 
of its most serious production crisis 
in history. Although the key 
stumbling block continues to be pay- 
ment to writers on foreign sales, it 
appears that considerable disorgani- 
zation and disunity in both writers’ 
and producers’ ranks, with offers 
being made and withdrawn, accepted 
and rejected all in the space of a 
day or two, are aggravating the 
situation. Although a few programs 
have scripts on hand from last year, 
most—and this, of course, includes 
all new series—are fettered by the 
strike. 


The opinion of executives of WGA 
is that the guild now holds the upper 
hand, and producers will have to 
settle on writers’ terms. The strategy 
seems to be to first break away one 
company from the solid Alliance 
front and settle with it, much as 
happened with U-I on the post-48 
theatrical films. 


DISNEY EARNINGS 

A decrease of $4,731,527 in tv 
earnings for the first six months of 
this financial year is reported by 
Walt Disney Productions. According 
to Roy O. Disney, president of the 
company, the result was a net loss 
of $90,485 for the company, as com- 
pared with a profit of $906,485 for 
the corresponding period last year. 
The slump resulted from the cancel- 
lation of Mickey Mouse Club and 
Zorro on ABC-TV. 


CLOSED-CIRCUIT TAPE 


Videotape Productions of New 


York has concluded an agreement 
with the New York Telephone Co. 
whereby it will be able to provide a 
closed-circuit video cable, with two- 
way audio, to leading agency offices. 
The arrangement enables advertising 
agency creative people to sit in their 
offices and watch and guide produc- 
tion of their commercials. It’s under- 
stood that the telephone company ex- 
pects to service a large number of 
producers and agencies within the 
next six months. 


Commercials 


CULHANE FILM STUDIOS, 
INC. 


Completed: Colgate-Palmolive Co. (Ajax), 
Mc€ann-Erickson ; Williams Co. 
(Geritol), Parkson. 

In production: J. A. Folger & Co. (coffee), 
C&W; American Doll Co. (dolls), Webb; 
Radio Corp. of America (electronic tube), 
direct. 


ELEKTRA FILM PRODUC. 
TIONS, INC. 


Completed: Longines Wittnauer Co. (show 
opening), direct; Ford Motor Co. (cars), 
JWT; Socony-Mobil Co. (Mobilheat), 
Compton; Bristol-Myers Co. (Vitalis), 
DCS&S; American Tobacco Co. (show 
opening), BBDO; Jantzen, Inc. (commer- 
cial feature), Hockaday; American Motors 
Corp. (Rambler), GMM&B; General Mo- 
tors Corp. (show opening), McLaren; 
Nestle Co. (Quik), McCann-Erickson; 
B. F. Goodrich Co. (show opening), BBDO; 
National Biscuit Co. (cookies), McCann- 
Erickson; Shulton, Inc. (Desert Flower), 
Wesley; Imperial Oil Ltd. (gasoline), Mc- 
Laren; American Safety Razor Co. (Gem 
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razors), K&E; Fawcett Publications (True 
magazine), direct. 

In production: Clairol, Inc. (industrial 
feature), direct; General Mills Co. (Kix), 
D-F-S; Quaker Oats Co. (Puss’n” Boots), 
Spitzer & Mills; General Mills Co. (show 
opening), BBDO; Johnson & Johnson 
(Band-Aid), Y&R; R. B. Donnelly & Co., 
Canada (Yellow Pages), Spitzer & Mills; 
California Oil Co. (gasoline), BBDO; 
Charles B. Knox Co. (gelatin), Charles W. 
Hoyt; Spinney Mfg. Co. (Formula 409), 
ADCO; Humble Oil & Refining Co. (gaso- 
line), McCann-Erickson; Boyle-Midway, 
Inc. (Antrol Hose spray), JWT; Ann 
Sothern Show (opening), B&B; Dutch Mas- 
ters Cigar Co. (cigars), EWR&R; Colgate- 
Palmolive Co. (Spree soap), McCann- 
Erickson. 


ERA PRODUCTIONS, INC. 


Completed: General Insurance Co. of Amer- 
ica (insurance), Cole & Weber; U. S. Dept. 
of Agriculture (Smokey Bear), FC&B: 
Hughes Aircraft (animation sequence), di- 
rect. 

In production: Pacific Food Products Co. 
(Sunny Jim foods), Cole & Weber; Flex- 
Straw Co. (sipping straws), Carson/Rob- 
erts: Union Pacific RR (train travel), 
Caples; U. S. Dept. of Agriculture (Smokey 
Bear), FC&B. 


GRAY & O’REILLY 


In production: General Cigar Co., 
(White Owl cigars), Yar; Gulf Oil Sng 





musifex co 


45 w. 45 st. m.y.c. 


background music 
musical commercials 


sound effects 























ci-6-4061-2 











46 June 13, 1960, Television Age 


(gasoline), Y&R; Readers Digest, JWT; Holsum Bakers (Holsum bread), W. E. 
Liberty Life Insurance Co. (insurance), Long. 
yg ange Drug Research Corp. 
ositan, Man Tan), KHC&A; Seabrook . 
Farms Co. (frozen foods), Smith-Greenland. KEITZ & HERNDON 


Completed: Chemical Compounds, Ine. 
HUNN, FRITZ, HENKIN (STP Motor Additive), Rogers & Smith; 
PRODUCTIONS, INC. ~~ song Co. a meets An. 
+. : aim gill, Wilson cree; Dr. Pepper Co. (King 
Fe Me Sched pramery (gas), Ayer; ise), Grant; Humble Oil & Refining Ca 
BBDO; Howard Clothes (stores), MW&S: (gasoline), McCann-Erickson ; Lone Star 
B. T. Babbitts, Inc. (Hep), Brown & Gas Co. (air-conditioning), EWR&R. 
Butcher; Nestle Co. (Nestea), McCann- In production: Minnesota Federal Savings 


Erickson; Coca-Cola Co. (Fanta) McCann- & Loan (banking services), Kerker-Peter- 
Erickson; H-O Mills (oats), SSC&B; Gen- son; Campbell-Taggart Assoc. Bakeries, 


eral Electric Co. (appliances), Maxon; Inc. (Rainbo, Colonial bread, Soft Twist 
Best Foods (Nucoa), D-F-S; Quaker Oats rolls, Rainbo Ice Pops), Bel-Art; Arka- 
(various products), Lynn Baker; Nestle Co. Servel (Sun Valley air-conditioning) , Robt. 
(Quik), E. W. Reynolds. K. Btucher; Morton Foods (potato chips), 


In production: General Mills (O-Cello) Crooks; Lone Star Gas Co. (RCA-Norge 
D-F-S; Brillo Mfg. Co. (soap pads), JWT; refrigerators), EWR&R; Rich Plan Corp. 
Lever Bros. (Good Luck margarine), (frozen foods), direct; YMCA, Rogers & 
OB&M; Nestle Co. (Quik), E. W. Reynolds; Smith. 


Pulse Top 20 ) Syndicated Shows am March 





‘| National | Viewers Per 100 Homes 


Weat'd | Tuned In 
Rank Program Distributor) Average yen Women Teens Children 
1—Sea Hunt | Ziv-UA | 222 | Ss «6 8 32 
2—Mike Hammer ! 4k. | 2S ee 87 12 18 


3—Death Valley Days | U.S.Borax| 169 | 73 79 16 67 
4—Huckleberry Hound Screen Gems! 15.5 52 57 17 114 


5—Popeye an. 1 ik Se Un le 
6—U.S. Marshal NTA 14.4 79 85 1] 9 
7—Quick Draw McGraw Screen Gems) 14.1 49 56 16 111 
8—Phil Silvers CBS 13.7 73 75 18 79 
9—Coronado 9 MCA 13.6 87 95 17 39 
10—Bold Venture | Ziv-UA | 135 | 83 89 16 39 
10—Lock-Up | Ziv-UA 13.5 81 92 15 36 
12—Border Patrol CBS | 2 81 88 17 43 
13—Shotgun Slade MCA 13.0 77 81 13 62 
14—Gray Ghost CBS 12.8 71 75 17 58 
15—Bugs Bunny | UAA 12.7 43 52 15 109 
15—Three Stooges Screen Gems} 12.7 51 57 18 110 
17—Superman Flamingo 12.4 49 55 16 112 
18—Johnny Midnight MCA | 123 87 93 13 8 
18—-Manhunt ‘Screen Gems) 12.3 84. 92 15 31 
18—Pony Express CNP 12.3 69 74 18 79 


Pulse Top 10 Adventure Shows for March 


1—Sea Hunt | Ziv-UA | 222 85 94, 15 32 
2—Coronado 9 MCA 13.6 | 87 95 17 39 
3—Bold Venture Ziv-UA | 135 |83 89 16 39 
4—Border Patrol CBS 13.2 81 88 17 43 
5—Gray Ghost CBS 12.8 71 75 17 58 
6—Pony Express CNP 12.3 69 74 18 79 
7—Rescue 8 \ScreenGems| 12.1 | 77 83 16 52 
8—Four Just Men ITC | 21s 79 84 16 54 
9—Whirlybirds | es i nasi«s @e nf 
| 10—Jim Bowie ABC | 109 |67 69 17 79 
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KLAEGER FILM PRODUC. 
TIONS, INC. 


Completed: U. S. Rubber Co. (tires), 
FRC&H; Chesebrough-Pond’s, Inc. (Vase- 
line), Esty; Sterno, Inc., (Sterno), Bates; 
E. I. du Pont de Nemours & Co., Inc. 
(paints), Ayer; Carreras (Sportsman cig- 
arettes), MJ&A; H. P. Hood & Sons (Coro- 
net ice cream), K&E; National Carbon Co. 
(Prestone), Esty; U. S. Treasury Dept. 
(savings bonds), M-E; Colgate Palmolive 
Co. (Ajax), M-E; Chesebrough-Pond’s, 
Inc. (Vicks), Morse; Corn Products Co. 
(Niagara starch), L&N; Colgate-Palmo- 
live Co. (Vel), L&N; Cluett-Peabody Co. 
(Arrow shirts), L&N. 

In production: General Electric Co. (pres- 
entation and radio), Maxon; E. I. du Pont 
de Nemours & Co., Inc, (car polish), BBDO; 
Ideal Toy Co. (toys), Grey; Remington- 
Rand Corp. (shaver), FRC&H; Dow Chem- 
ical Corp. (Saran Wrap), MJ&A; P. Loril- 
lard Co. (Old Gold), L&N; Minnesota Min- 
ing & Mfe. (Scotchgard), MJ&A; Landers, 
Frary & Clark, Inc. (Universal Coffeematic) , 
Grant; American Motors Co. (Rambler), 
GMM&B; Phillips-Van Heusen Corp. 
(shirts), Grey; P. J. Ballantine & Son 
(beer), Esty; Dow Chemical Corp. (Dow- 
gard), MJ&A; Westinghouse Corp. (tv 
sets), Grey; Watchmakers of Switzerland 
(watches), C&W; Nestle Co. (Nescafe), 
Esty: George A. Hormel Co. (sausages), 
MJ&A; Purepac Corp. (Project HOPE), 
MJ&A; U.S. Air Force (officers), MJ&A. 


PINTOFF PRODUCTIONS 


Completed: General Electric Co. (vacuum 
cleaners), Y&R; Isodine Pharmacal Corp. 
(gargle), Reach, McClinton; Ward Bak- 
ing Co. (Tip Top bread & Lucky cakes), 
Grey: Kings Wine Co., Wermen & Schorr: 
Texas Co. (Texaco gasoline), C&W: Alumi- 
num Co. of America (Alcoa), F&S&R: 
Reynolds Metals Co. (aluminum), Clinton 
E. Frank; Union Underwear Co., Inc. (un- 
derwear), Grey. 

In production: American Heritage Founda- 
tion (election promotion), EC&B; Ward 
Baking Co. (Tip Top Lucky cakes), Grey; 
Esso Standard Oil Co. (gasoline), McCann- 
Erickson; Nestle Co. (Zip), McCann-Erick- 
son; Pintoff Productions (The Interview), 
direct; Helene Curtis Industries, Inc., 
Screen Gems; Singer Sewing Machine Co. 
(sewing machines), Y&R; U. S. Steel Corp. 
(steel), BBDO; S. C. Johnson & Son, Inc. 
(Glade), B&B; Little Crow Milling Co. 
(Coco Wheat), Edward H. Weiss. 


WILBUR STREECH PRODUC- 
TIONS, INC. 


Completed: Sinclair Refining Co. (gasoline, 
fuel oil), GMM&B; National Bank & Trust 
Co., Rabko; Potter Drug Co. (Cuticura), 
KHCC&A; O'Keefe Brewing Co. (ale), 
Foster; Chr. Bjelland Co. (King Oscar 
sardines), KHCC&A; H. Goodman & Sons 
(Wet ’n Set), Joseph Reiss; American Mo- 
tors Corp. (Rambler), GMM&B. 

In production: Golden Press (picture atlas) , 
direct; Lever Bros. (Fab), Spitzer & Mills; 
Eagle Pencil Co. (Stickpen), Shaller- 
Rubin; Television Bureau of Advertising 
(4-hr. film), direct; Maher Co. (shoes), 
McGregor-Deaville; Lehn & Fink (Medi- 
Quik), GMM&B; Jaka Ham Co. (ham), 
KHCC&A; Colgate-Palmolive Co. (tooth- 
paste), Spitzer & Mills. 


BILL STURM STUDIOS, INC. 
Completed: Blatz Brewing Co. (beer), 


K&E; Vick Chemical Co. (Vaporub), 
Morse International; Chevrolet Motor Div. 
General Motors Corp. (cars), Campbell- 
Ewald; National Biscuit Co. (cereals), 
K&E; Delco-Remy Div. General Motors 
Corp. (batteries), Campbell-Ewald; Na- 
tional Safety Council (public service), 
Campbell-Ewald; Corn Products Refining 
Co. (Bosco), Donahue & Coe; Radio Corp. 
of America (refrigerators), K&E. 


In production: National Safety Council 
(public service), Campbell-Ewald; Califor- 
nia Texas Oil Co. Ltd. (Caltex gasoline), 
Gaynor & Ducas; Jacob Ruppert (Knicker- 
bocker beer), NC&K; Vick Chemical Co. 
(Vick’s Care Crusade, cough medicine), 
Morse; Nationwide Insurance Co. (insur- 
ance), Ben Sackheim; Blatz Brewing Co. 
(beer), K&E; Procter & Gamble Co. (Spic 
& Span), Y&R; Sweets Co. of America 
(Tootsie Roll Ice Cream), direct; Pat 
Boone Show opening, Campbell-Ewald; 
Blumenthal Bros. Chocolate Co. (Goobers), 
Wermen & Schorr; Beneficial Finance Co. 
of N. Y., Inc. (financial), Al Paul Lefton. 
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S. 0. $. CINEMA SUPPLY CORP. 

New York City: 602 West 52nd Street, Plaza 7-6448 
HH: Aywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest | source for film production 
Producing, Lighting, 

See Recording, Projection, etc. 
Send for our huge 34th year Cataleg on your 
letterhead to Dept. N. 











CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 


JUdson 6-1420 
RENTALS—SALES—-SERVICE 
Motion picture and television equipment 
ay lighting equipment . . . generators 


- processing 


. film editing equipment . . 
equipment. 














CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 























EAST-WEST DISTRIBUTORS, INC. 
630 NINTH AVENUE 
NEW YORK 36, NEW YORK 


FILM CENTER BUILDING 
JUDSON 2-4727 











| VIDEO TAPE DUPLICATING | 
lf & FILM TRANSFERS 





| MAURICE H. ZOUARY 
| 333 West 52nd St., N. Y.C., 19 
| JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 




















PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 


interlock combinations. 
ment and facilities. 





ETT William B. Gullette 
16mm, 35mm; magnetic or optical; all 
Editing equip- 
Film storage vaults. 
All facilities available 24 hours a day. 











. 





Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 

















CHATEAU THEATRICAL ANIMALS 

608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM A GOAT CART TO A STAGECOACH” 

Our animals have never failed to perform 

Our handlers are competent 

Our stock is immaculate 








HAULING & 8 | WAREHOUSING 


ae ees eee rae i 








STANDARD ACTUARIAL WARRANTY CO. 


LOngacre 5-5990 
Collections for the Industry 
All over the World 
TV—RADIO—FILM 


No Collections——No Commissions 








220 West 42nd Street, New York 36, N. Y. 


Records & Recording Accounts Receivable 





WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


‘or 
Television, Radio 
& Legitimate Theaters 
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NBC (Continued from page 37) 


to be in favor of certain things that 
may not be good for it. . . . I guess 
the essence of my little comment is a 
quarrel with public service and with 
the use of the term ‘public,’ particu- 
larly. I think it is a misnomer as it’s 
applied.” 

Responded Mr. Liddell: “Public 
service is a ‘private’ service.” 

Mr. Vitt said that much public-serv- 
ice material gets selective and special. 
If television is a mass medium of 
communication, he said, “we need 
only decide whether public means the 
mass of people who go to the polls or 
a number of segmented groups. By 
appealing to all segments of society, 
each different-interest group, you are 
of service to the whole of society.” 
F&S&R’s Mr. Leonard 
disagreed with this general emphasis 
on large audiences. “I don’t feel that 
mass attraction is part of the defini- 
tion. I define public-service program- 
ming as any type of programming 


However. 


which educationally benefits or serves 
or aids in the day-to-day life of an 
individual—rather than _ entertains 
that person.” In Mr. Leonard’s view, 
“anything that would entertain is en- 
tertainment.” 

The panelists, unable to arrive at 
an agreed specific definition of pub- 
lic service (it was not their purpose), 
moved to the question of audience 
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acceptance. GMM&B’s Mr. Wasko was 
asked whether he felt the public has 
the capacity to accept a great deal 
of what is called public-service or 
educational - cultural programming, 
whether he felt it was being pushed 
too far. 

Mr. Wasko’s answer: “Sure as hell. 
Journey to Understanding’s first 
broadcast, I think—now I’m going to 
go back to Nielsen coverage to give 
you an idea—started off with an audi- 
ence of 4,565,000 families. The sec- 
ond program went to 3,480,000. The 
third one went to 2,802,000 and the 
fourth to 2,441,000. And I think that’s 
a small indication of what could hap- 
pen.” 

Mr. Leonard told the panel that 
public-service programming “should 
be defined or delivered by the local 
station in direct relationship to what 
is interesting to the people in its area. 
. .. I am all in favor of the local sta- 
tion manager either having a crusade 
on a local-interest subject and doing 
this type of programming. I feel that 
this will strengthen any commercial 
program that we're interested in lo- 
cally in that market. It has to help 
the program. It has to be beneficial to 
the advertiser.” 


Mr. Liddell agreed, but added that 
a station does not have to exclude na- 
tional coverage, especially as it af- 
fects the local market. In addition, he 
said, a station should have something 
to say. “Too much local-station cover- 
age, @ la the print medium, is better 
than the print medium only because 
it offers sight, sound, and motion. But 
it loses its impact because it never 
takes a point of view. Stations have 
got to establish a point of view in 
their programming, like the newspa- 


| per—like the magazine.” Most of the 
| panelists agreed with this position, 
| and another one expressed by Mr. 
| McEvoy—that it would be unrealistic 


to suggest that a station can maintain 
a competitive position in the minds of 
agencies “and devote a really signifi- 
cant percentage of its total program- 
particularly in 


ming time, prime 


| hours, to editorial material.” 


Although the participants did not 
agree on the matter of scheduling and 
frequency of public-service programs, 


the general consensus was that such 





material could bring in audiences, if 
properly promoted. As Mr. McEvoy 
put it, “to be sure, the documentaries 
have not as yet attracted a 50-per-cent 
share. But it seems to me they are be- 
coming more and more mature, and 
more interesting by far than they were 
a few years ago. . . . And they’ve 
started to produce big audience fig- 
ures.” 


The conversation naturally turned 
to the matter of sponsor interest in 
public-service presentations. It was 
Mr. Vitt’s position that such programs 
are of value to an advertiser with 
special marketing needs or to enhance 
his own image. Mr. Liddell conceded 
that there were clients who will spon- 
sor public-service shows, but in the 
main the station should foot the bill 
for these presentations. 


Stations, conceded Mr. McEvoy, 
will have a rough job selling such 
material to a nationally advertised 
product in the package-goods cate- 
gory. “Nevertheless, for an appeal as 
selective as this one is, there must be 
local banks and other institutions that 
can get real benefit out of it.” 


Said FC&B’s Mr. Pardoll: “Many 
large corporate advertisers, no matter 
how much advertising weight they 
may be directing at certain sections 
of the country, always have a prob- 
lem. Now, maybe in those areas where 
advertising in the normal fashion has 
not helped them, they have to build 
the corporate image of the company 
as a whole, or for the product itself, 
by trying a new approach—public- 
service-program sponsorship.” 


Toward the conclusion of this first 
NBC Spot Sales Media Managers Con- 
ference, Mr. McEvoy offered the fol- 
lowing summary: “We're not criti- 
cizing the medium. Actually, we're 
suggesting that the medium is doing 
a whale of a lot of good for the pub- 
lic. We quarreled a few times with the 
restriction of this ‘public-service’ 
definition. But we have constantly 
come back to the point that, in one 
way or another, the medium is per- 
forming a darned good service for set 
owners and for advertisers—and per- 
haps, needs to do more in its own be- 
half with ‘big brother’ by reaffirming 
the things that we’ve agreed on here.” 
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TWO VIEWPOINTS. There is in- 
creased discussion in Wall Street of 
the tug-of-war being staged by the 
bulls and bears over the direction of 
the market. One of the most interest- 
ing discussions came about earlier 
this month when Paine, Webber, Jack- 
son & Curtis, one of the top brokerage 
firms in the nation, issued its Security 
Buyers Review (spring 1960 issue). 
The review gave an opportunity to 
beth groups—bulls and bears—to ex- 
pound their viewpoints for the bene- 
fit of the investor. Harry D. Comer, 
director of research, took the “con- 
servative” approach. William Kurtz, 
senior market analyst, took the “ag- 
gressive” tack. 

Mr. Comer, the bear, in this dia- 
logue looks at the present market 
from an historical point of view. The 
nation has had roughly one decade of 
a bull market during which time stock 
prices rose 350 per cent, using Stand- 
ard & Poor’s index. In Mr. Comer’s 
thinking, the bull market halted in 
mid-1959. When it started, a dollar of 
earnings commanded a price of only 
$5.70, but when the mid-1959 period 
was reached the price per dollar of 
earnings had risen to $17.90. 

Mr. Comer contends that since 1900 
this nation has had nine recessions 
following long bull markets. The 1929 
depression was the most severe and 
unlikely to be repeated, but in each 
of the other recessions the market re- 
treated 37 per cent from the average 
highs of the bull market. If the 1929 
drop is included, the average decline 
was in the neighborhood of 42 per 


cent. 


EARLY DECLINE. |» the first quar- 
ter of 1960 the stock market did de- 
cline, approximately 13 per cent from 
the high of last August. This was the 
sharpest percentage decline in over 
20 years. But on the basis of Mr. 
Comer’s historical review: the decline 
has run only one-third of its course. 

The explanations for the early de- 
cline were numerous—many of them 
rationalizations. But undoubtedly one 


Wall Street Report 





was the sudden lessening of the fear 
of inflation. The threat of inflation 
has been a force in pushing investors 
to acquire securities on the grounds 
that it was better to own stocks than 
a dollar. One important note in this 
respect is that stock-market prices 
have risen 100 per cent while cost of 
living has risen but 10 per cent. Con- 
sequently, the fears of inflation were 
overdone, and a readjustment in 
thinking has been necessary. 

Mr. Comer indicates that both the 
technical and economic aspects of the 
present market indicate a “non-bullish 
background” (circumlocution for 
“bearish”) and suggests that inves- 
tors should hold on to defense-type 
stocks (AT&T), fixed income (bonds) 
and purchase anew only special situa- 
tions. 

Now Mr. Kurtz, while not giving 
the challenge directly to Mr. Comer’s 
thesis, seeks to preserve some ground 
for the bulls to run loose on. One of 
his fortified points is that the nation’s 
economy is not exactly comparable to 
the economy of 10, 20 or 50 years 
ago. For one thing, he argues, ex- 
penditures by the Federal Govern- 
ment and state and municipal authori- 
ties now account for 20 per cent of 
the gross national product. Back in 
1940 such outlays represented 14 per 
cent, and prior to then the figure was 
much smaller—so small, in fact, as 
to exercise no real influence on the 
over-all economy. 


WEIGHTY FACTORS. Behind this, 
Mr. Kurtz argues, stands a whole 
array of factors ready to throw their 
weight against the traditional up-and- 
down cycles of business. They start 
with the Federal Reserve Board’s flexi- 
ble credit policy (Wall Street expects 
the board to drop margin require- 
ments from 90 per cent to 50 per cent 
within a month), which helps to level 
out sharp swings up or down. 

Then comes the high birth rate, 
creating large family units and, con- 
sequently, larger spending units. Mr. 
Kurtz also cites the strength of social 
security and unemployment compen- 
sation—not to mention union benefits 
—all factors which offset any panicky 








Weigh 
the facts! 





WASHINGTON — ATLANTA 





Y turies—not years. For 


RADIO - TV - NEWSPAPER BROKERS 


In appraisals, the 
combined experience 
of the staff at Black- 
burn & Company is 
measured in cen- 


/ % appraisals, contact: 


CHICAGO _— BEVERLY HILLS 
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feeling on the part of the spending 
public at the first sign of a dip in the 
economy. And the latest element to 
encourage the bulls is the great 
amount of money being spent on re- 
search and development. This organ- 
ized approach to producing new prod- 
ucts and new processes Mr. Kurtz re- 
gards as a bullish factor of unknown 
strength—unknown because it’s never 
existed in so formal a manner before. 


Consequently, Mr. Kurtz looks for 





a “rolling readjustment,” which 
means that the investors will correct 
the overpricing of securities industry 
by industry, rather than doing it 
everywhere at once. Also, according 
to this approach, the general reces- 
sion in the market would be of a 
“moderate” nature, meaning no more 
than 25 per cent—which, if true, 
would mean that the correction was 
already more than half over and the 
remaining adjustment would be mild. 





remembers but himself. 


Television’s Next 10 Years 


by Walter D. Scott, 
Executive Vice President, NBC-TV Network 


Predicting the wonders of an upcoming decade is always a welcome 
task for the man playing Nostradamus. The rewards can be great, the 
risks few. If some of his forecasts come true, he can modestly point out 
these examples of his sagacity. If none of them comes true, no one 


In television, the forecaster has even more going for him. Itself barely 





more than a decade old, network 
television has come so far so fast 
that last year’s hopes have regu- 
larly become this year’s reali- 
ties. Video tape, which has 
already revolutionized the in- 
dustry by making possible more 
efficient use of manpower and 
facilities, is a perfect example. 

By 1970 the advertisers of 
America will be spending ap- 
proximately $15 billion in all 
media. Television’s share will 
rise to more than 20 per cent, 
totaling in excess of $3 billion 
a year, twice the current figure. 

On an average evening at the 
end of the new decade, television 





sets will be on in some 30 million American homes. Many of the sets 
produced today will still be bringing in the sound and picture loud and 
clear, but people will be talking about their new receivers. One little gem, 
with a three-inch screen, will be a transistorized miniature for use on the 
beach, in planes and trains. For home use, the present picture tube will 
be replaced by a thin screen, hung like a painting and operated by re- 
mote control. 

NBC’s venture with the BBC in bringing instantaneous filmed reports 
of events in Europe to American viewers through utilization of the trans- 
Atlantic cable is a forerunner of live international television. By 1970 
we will see the bullfights in Spain, the auto races in Monte Carlo—live, 
as they happen. 

Will all this occur in the next 10 years? In the dynamic business of 
television, a prognosticator runs more risk that his wild dreams of today 
will be old hat in six months. 











50 June 13, 1960, Television Age 


Meanwhile, whether the market ad- 
justs “moderately” or completely to 
either theory, there are certain areas 
that continue to be labeled “growth.” 
Leading this field are electronics, 
leisure time, amateur photography, 
drugs and cosmetics and business ma- 
chines. It hardly needs pointing out 
that the tv-electronics industry is ad- 
vantageously placed to benefit along 
with many of these selected industries. 





Triple (Continued from page 40) 


Imex Toy—is also an FH&N client. 
Various posters, elevator cards, 
merchandise stickers and other mate- 
rial were used by all three department 
stores to call attention to their pro- 
grams and products on WCPO-TV. 


Pointing out the benefits of co- 
ordinated planning in merchandising 
efforts, Bernie Pawlus, account execu- 
tive at Farson, Huff & Northlich, said, 
“Everyone benefits from effective tv 
merchandising. The station gets new 
viewers to tune in to the shows. The 
particular department in the store 
whose merchandise is promoted gets 
added sales, and the store receives in- 
creased interest and traffic. Best of 
all, from the agency viewpoint, our 
clients get a combination of all the 
benefits.” 





John F. Dickinson, vice president of 
Harrington, Righter & Parsons, has 
been elected to the board of the tele- 
vision station representative firm. 
He has been with the New York office 
of the firm since 1949. An alumnus 
of Choate School and Williams Col- 
lege, Mr. Dickinson is a resident of 
New Canaan, Conn., where he lives 
with his wife and five children. 
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a technique itself is not new. 
What is unusual, perhaps, is 
the large number of shows we opened 
up at the same time.” The speaker 
was an NBC Spot Sales executive 
commenting on the network’s recent 
release of minute announcements 
within five programs for sale to local 
or national advertisers on a market- 
by-market basis. 

“Such co-op deals have gone on for 
some time,” said the spokesman, 
“both in numerous sports programs 
and regularly scheduled shows, with 
most of the activity occuring in the 
summer. Each of the other networks 
has, or has had, similar plans.” (ABC 
currently offers five nighttime shows 
for co-op buyers. CBS has none at the 
present time, although it tried the ar- 
rangement with The Line-Up and 
Be Our Guest, meeting sales difficulty 
in each instance due to the strong 
NBC Wagon Train competition.) 

The NBC move opened up Law of 
the Plainsman, Cimarron City, 
Moment of Fear, Head of the Class 
and Music on Ice in 11 major mar- 
kets, including the top four. A single 
minute in a single show can be 
bought, if desired, although purchases 
also apply on the individual station's 
discount plans. In five of the mar- 
kets, a 60-second announcement is be- 
ing sold at the cost of an AAA-20 
second spot. 

As in any arrangement where the 
network supplies program material in 
which the affiliate may sell announce- 

ments, each affiliate pays a percentage 
of the spot cost to the network. 
whether the station is represented by 






a review of 


current activity 


in national 
spot tv 


the network’s spot-saies department or 
an outside firm. 

What are the reactions of some of 
the representatives to the NBC an- 
nouncement? James O’Grady, execu- 
tive vice president at Young Tv 
Corp., summed up the attitudes of 
several sales executives by noting that 
such a move could be both good and 
bad—good for the rep handling the 
NBC affiliate in the market, possibly 
bad for the firm handling a rival sta- 
tion—but that the industry as a whole 
would benefit. 

“A rival station may be faced with 
the possibility of having only 20's 
and ID’s to offer an advertiser against 
the network affiliate’s prime-time 
minutes,” he said, “but our attitude 
is that it’s better to make available 
longer time periods for the spot users 
than to have them go inte network 
spot-carriers. 

“Advertisers are secking minutes 


At Ogilvy, Benson & Mather, Inc., 
timebuyer Bert Hopt places for Lever 
Bros. Lucky Whip and Good Luck 


products, among others. 
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REPORT 


hungrily, and some want 90-second 
spots and even two-minute ones. The 
stations must have something to offer 
if we're going to keep the budget dol- 
lars in spot, or even in the television 
medium. We're not looking on any of 
the networks’ efforts in this respect 
as a competitive move to be feared. 
In one of the NBC markets, in fact, 
we represent an independent station 
that has offered prime-time minutes. 
The network is only matching what 
this station has done and is doing.” 

Larry Webb, managing director of 
the Station Representatives Associa- 
tion, noted that the only difficulty that 
could arise in co-op arrangements is 
“when they're made on a recaptur- 
able basis where the network sud- 
denly sells and takes back a spot the 
station has worked hard to sell to an- 
other advertiser.” 


AMERICAN BREWING CO. 
(North Adv., Inc., Chicago) 


For the warm weather REGAL beer 
heavied-up its spot placements in 
New Orleans, Baton Rouge and other 
southern markets. Minutes and 20's in 
AA time run in varying frequencies, with 
the brewer also using a participation in 
NBC-TV’s baseball telecasts in 

New Orleans. Media supervisor 

John Harper is the contact. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Adv. Co., St. Louis) 


BUDWEISER, which has used U. S. 
Varshal for two years in more than 90 
markets across the country, announced 
its intention of staying heavily in spot 
syndication with the signing of another 
NTA-produced program, Third Man. The 
52-week buy will cover 39 programs and 
13 repeats, with most of the same 
markets currently used to start next 
October-November. Broadcast manager 
Harry Renfro is the contact. 
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Hard-boiled rating service 


Let’s face it: The toughest rating service news for five years without an interrup- 
of all is determined by the sponsor’s pen; tion. Sealy Mattress has sponsored the 
he either signs a renewal or he doesn’t. 11:10 P.M. weather show for eight years. 
And, by this standard especially, we shine Ratings like these from top national ad- 
with a gem-like brilliance. For example, vertisers pay off — for our clients and for 


Esso Standard has sponsored our 11 P.M. S us — against any competition. 


WJAR-TV 


CHANNEL 10, 
PROVIDENCE, R. I. 
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Larry Reilly is an assistant buyer on 
the Standard Brands account at Ted 
Bates & Co., Inc., New York, 


AVIS RENT-A-CAR SYSTEMS 
(direct, local franchises) 

While this car rental operation hasn’t 
placed any schedules on a national basis — 
since a few tests two years ago, some of its 
local franchises are arranging barter-type 
deals with stations in major markets, 
offering the use of cars in exchange 

for spots. Filmed minutes and 20’s in 
male-audience positions are used. 


BUTTER-NUT FOODS CO. 
(Tatham-Laird, Inc., Chicago) 
Joining the instant-tea parade, BUTTER- 
NUT instant debuts this month in a 
small number of test markets. Day and 
night 20’s will run during the iced-tea 
period. The company’s coffee continues 
to use heavy frequencies of minutes, 

20’s and ID’s, as_ well as sports 
programs, etc., in the midwest markets 
handled by this agency. Revisions are 
constantly under way. Broadcast media 
manager Ray McWeeny is the contact. 


COLGATE-PALMOLIVE Co. 
(Ted Bates & Co., Inc., N.Y.) 


Some new schedules of minutes in a little 
more than a dozen markets for 
WILDROOT hair tonic and the 
PALMOLIVE men’s lines were described 
as “nothing unusual going on—just part 
of the brands’ regular moving in and out 
of markets during the year.” The 
placements begin this month and 
continue until year-end. Mrs. Eileen Greer 
is the buying contact. 


COLORFORMS 
(Kudner Agency, Inc., N. Y.) 


At press time, the toymaker was considering 
package plans in some of the markets 

it uses to supplement its network schedules 
on Captain Kangaroo, with the aim 

being the establishment of summer 
schedules that would hold top availabilities 
for the major push next fall, Whether or 
not the summer placements jell, look for 
filmed minutes in kid shows from Sept. 

2 until Christmas. Maria Carayas is the 
timebuyer. 








The Buyer Talks About .. . 
TIMEBUYER TURNOVER 







Advertising, by its nature, is a business with a high turnover of 






personnel. Accounts move; so do agency people. But media depart- 
ments have what is perhaps the most serious employe problem. While 






the older, experienced buyers stay put, the young buyers-in-training 






play hopscotch from agency to agency. 






A typical example: Mr. A. graduates from college and decides that 
advertising is the field for him.- Rumors have reached him of the two- 













































hour lunches, the exciting conferences where things are run up flagpoles, 
the chance to be on the inside of a national tv show, etc. So Mr. A. 
applies and is told that there’s an opening for a trainee in media. 

He asks around. He hears about lunches with reps, cocktail parties, 
junkets. He’s told of Mr. B., an account executive, and Mr. C., a vice 
president, who both started as trainees in the media department. Like 
most beginners he listens with less than his full attention to the personnel 
man’s explanation that he'll be expected to do a lot of tedious jobs 
during his training period and that, as with most things, his advancement 
will depend solely on him. 


Mr. A. thus becomes a buyer-trainee at a large agency. For some 


months he “checks the rates,” “gets the availabilities,” and in general 
performs the routine work of the buyer or buyers he assists. He learns 
the sources of information and the techniques of buying. By the end 
of a year the whole thing is getting a little old, and Mr. A. begins to 
regard himself as an underpaid drudge and the agency as a mossy 
organization that can’t recognize real ability. Mr. A. has never made a 
decision or a recommendation; never dealt with a client. He has not 
developed the ability to see through a salesman’s snowstorm. He knows 
little or nothing about markets except what he can look up in a standard 
reference book. But he thinks of himself as a capable buyer. 

And then he hears that a small or medium-sized agency is looking 
for a buyer at a salary substantially above his, and off he jumps. 

Mr. A. has little likelihood of succeeding in his new job. He’ll make 
a great many mistakes and eventually be politely fired, but he'll learn a 
few things and do a bit. better at his next job. Eventually, he may 
become an asset intead of a liability to an agency. 

The agency that invariably suffers is the smaller one that gets Mr. A. 
at the end of his one-year training period. Some small agencies are so 
overrun by Mr. A.’s that their media departments are in perpetual 
turmoil. But, since smaller agencies can rarely afford or have no need 
of the trainee-assistant, they must get their people from among the 
half-trained and impatient youngsters at the big agencies. 

No one can learn to buy effectively in a year. Buying is a responsible 
job which involves the disposition of large sums of money. It takes 
experience, imagination, judgment, ability. If, after two or three years, 
a trainee shows these characteristics, he will be made a buyer. It may 
take the jumping buyer longer to reach the same position, and he’s 
likely to get there at the expense of several of his employers, and with 
black marks on his employment record. 


Too many people go into buying because of a false impression of its 
glamour or because it seems like a good stepping-stone to account work. 
Media-buying needs people who are attracted to it for its own qualities 
and who are willing to take the time and the effort to learn the job. 
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PAUL BUNYANLAND! 








1959 
Buff Stokes 


For the Second Consecutive year | 


is from 


*TRAVERSE CITY! 


PBN'S 


2 Television & 5 Radio Stations | 


are betting on Mrs. Scott 
and backing her to become 


“MRS. AMERICA” 


You can win in Michigan too with 


Paul Bunyan Network | 


Les Biederman 


RB Several Manager ‘S| 


benbt. 





repr 


Venard, Rintoul & McConnell 
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*Home-base of the Paul Bunyan Network 












ANOTHER WINNER IN | CURTIS PUBLISHING Co. 


(BBDO, New York) 


Having used ABC-TV daytime network 
shows for a few months, The Saturday 
Evening Post is currently “getting its 
feet wet” in spot via a one-quarter 
sponsorship of Home Run Derby on wrix 
New York. Filmed commercials promote 
specific issues of the magazine. The New 
York market is being used because it 
“offers the greatest potential,” and it’s 
doubtful if the “test” will expand into 
other markets for some time. Mickey 
McMichael is the timebuyer. 


DELTA AIR LINES 

(Burke Dowling Adams, Inc., 
Atlanta) 

Tv spot is being utilized in a campaign to 
promote this airline’s use of Convair 880 
jets, with a reported $1 million being 
spent in all media. The schedules of filmed 
announcements wil] run in each city 
served by the airline a few days in advance 
of the new service (already established in 
New York, Houston, New Orleans and 
Atlanta). By fall, 18 cities will have the 
jet flights. Media director George Bailey 
is the contact. 





JOAN RUTMAN, formerly media 
group supervisor at Grey Advertising, 
New York, has joined the Cleveland 
office of McCann-Marschalk as 
media director. JOHN GIEBEL, 





MISS RUTMAN 


media buyer at Grey, will take over 
the buying on Greyhound and Gen- 
eral Electric. 

LIONEL SCHAEN is taking over 
the buying on all the accounts for- 
merly handled by JANE PRESENT 
at C.J. LaRoche, New York. 

GREG BATHON, who has been 
promoted to buyer at J. Walter 
Thompson. New York, will be work- 


a 





MR. BATHON 


ing with MARIO KIRCHER on 
Reader’s Digest. 

TED POWELL, Brown & William- 
son buyer at Ted Bates, New York, 
has been promoted to assistant ac- 
count executive. Replacing him is 
JOHN McCORMACK, who was as- 
sistant and now will be buyer on all 
brands. 

DON LINTON has been promoted 
to assistant buyer on Lever at BBDO, 
New York. 





Personals 


JACK BARTON LOW has been 
named an assistant media buyer at 
Fuller & Smith & Ross, New York. 


MARIA CARAYAS has joined 
Kudner, New York, as tv-radio time- 
buyer. She was formerly with Hilton 
& Riggio and Roy S. Durstine. 


RAYMOND F. WIEMER has been 
named media director at Penn & 
Hamaker, Cleveland. He had been as- 





MR. WIEMER 


sociate editor of Building Products, 
a trade magazine. 


ALAN SILVERMAN, who was as- 
sistant buyer at Kenyon & Eckhardt, 
New York, has joined Norman, Craig 
& Kummel as broadcast buyer and 
will handle the bulk of the accounts 
formerly managed by INEZ AIMEE, 


HAROLD TILLSON has been pro- 


moted to manager of the media de- 





MR. TILLSON 


partment of Leo Burnett, Chicago. 
Succeeding him as a media group 
supervisor is GEORGE WILCOX. 
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al Simpson was graduated from 

Colgate University as an eco- 
nomics major in June 1949. He 
joined William Esty in New York, 
working in the research department 
for a year before moving into media. 
A few years later he was involved 
almost exclusively in broadcast and 
is now spot buying supervisor on all 
the agency’s accounts. These number 
such major broadcasters as R. J. 
Reynolds, the consumer products di- 
vision of Union Carbide, Ballantine 
ale and beer, Sun Oil, Nescafe, 
Paquin-Leeming and Coca-Cola of 
New York for Veep. 

“We firmly believe in the need for 
flexibility in media purchases,” he 
says. “Along these lines we are con- 
stantly working to reduce the length 
of firm commitments. We’ve been 


(CSS) Ret) 





5 win tee a ee HAROLD SIMPSON 


buying a lot of local syndicated half- 
hours, for example, and with them 
we make our maximum commitment 
for 13 shows. Whenever we can, we 
try to make a lesser commitment.” 
Mr. Simpson points out that “even 
after a carefully selected initial pur- 
chase is made, constant changes are 
necessary to maintain good positions, 






particularly when you consider the 
heavy weight of competitive spending 
in both network and local television 
for such clients as beer, oil and 
tobacco companies. 

“We have been very fortunate in 
our half-hour buys,” he adds. “We’ve 
received a lot of cooperation from 
the stations and syndicators, and we 
have been able to secure a lot of 
franchise time periods.” 

Thus, Mr. Simpson finds that be- 
sides the program virtues accruing 
to syndication, he is able at times to 
add the flexibility virtue of spot and 
use both to the best interest of the 
agency's clients. 

Mr. Simpson, who recently re- 
ceived the Silver Nail Time Buyer of 
the Year Award, is married and the 
father of five children who range in 
age from one to 10. He and his 
family live in Noroton, Conn. 








WRGB IS TOPS 




















WRGB . .. the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 








Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 
Albany ... Schenectady... and Troy 
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WMAR -TV 
Delivers MORE in 
Baltimore’s 3-Station 
Market! 


Adult Viewers* 
Homes Viewing* 
Quarter-Hour Firsts** 
Ratings— Homes 
Homes Potential*** 
*ARB—March, 1960—Based on aggre- 


gate of all quarter-hours for one week, 
sign-on to midnight, where audience 


composition is given for all three Balti- 
Baltimore TV stations 
Represented Nationally by 


more TV stations. 
were on the air. 
THE Katz AGENcy, INc. 




















**NIELSEN—April, 1960 
—Aggregate for all quar- 
ter-hours in one week (4- 
week average), sign-on to 
midnight, when all three 

***A RB—March, 1960 CHANNEL 2 
In Maryland Most People Watch 
WMAR -TV 
SUNPAPERS TELEVISION 
Baltimore 3, Maryland 





THE 
LAUREL 


AND 
HARDY 

: SHOW 
Gets Top Ratings On 


WSB-TV, Atlanta 












Wire or phone 
Art Kerman 
today for Zz 


availability 

in your market, \ 

GOVERNOR TELEVISION 
375 Park Avenue, N.Y.C. 

PLaza 3-6216 


















DRUG RESEARCH CORP. 
(KHCC&A, New York) 


While the exact scope of the spot plans 
wasn’t firmed up at press time, 

MISS MANTAN, the new sunless tanning 
cream from the producer of REGIMEN, 
MAN TAN, etc., will be introduced this 
summer in spot and other media. 

total $l-million budget is to be expended 
on the introduction, say reports. Beryl 
Seidenberg is the timebuying contact. 


_ EVERSHARP PEN DIV., 


Parker Pen Co. 
(Compton Adv., Inc., Chicago) 


Through the summer, Boston and 
Los Angeles will get a series of short 


| flights on EVERSHARP pens, with minutes 


and ID’s used. The in-and-out schedules 
will merge in late summer with a back- 
to-school campaign of larger scope. 
Cecilia Odziomek is the contact. 


FAMOUS ARTISTS SCHOOL 
(BBDO, New York) 


Although the art-instruction-by-mail 
account recently changed agencies, having 
moved from L. C. Gumbinner, it intends 
to continue with its successful spot 
technique of placing 15-minute “program” 
commercials in numerous national mar- 
kets. About 20 markets will be used this 
month, with the films set on a one-time 
basis, then renewed later if mail pull 
warrants. Mal Murray is the timebuyer. 




























Peter Touart, formerly copy super- 
visor in the New York office of 
BBDO, has been appointed head of 
all creative services in the agency's 
Minneapolis office. Mr. Touart came 
to BBDO in New York in 1939 asa 
copywriter. He was named a copy 
group head in 1944, a vice president 
in 1952 and a supervisor five years 
later. 


FEDDERS CORP. 
(direct; local distributors) 


For the past several years the maker of 
FEDDERS air-conditioners has offered 
films to distributors in local markets to 
place on a co-op basis. This season, with 
new animated minutes and 20’s produced 
by Hicks & Greist, Inc., acceptance is 
reported very good, and account executive 








Rates and Reps 


“We're not advocating a single rate card for local and national adver- 
tisers,” said Leslie Farnath, vice president in charge of media at N. W. 
Ayer & Son, Inc., “nor do we intend to send our buyers across the 
country to deal with the stations directly. We believe the 
sentatives comprise the only group that can do anything to correct the 


> 


station repre- 
problems existing in present rate structures and selling methods, and 
we will continue to work with them.” 

Mr. Farnath addressed a luncheon meeting of radio representatives 
early this month in New York, “hoping to get them to use their influence 
on their stations,” but the “age-old problem of local versus national 
rates” is applicable in the tv field as well a> radio, he noted. A basic 
complaint is not that any national advertisers are able to obtain “local” 
! alike. 


The Ayer media executive said that the group of rcpresentatives was 


rates from a station, but that not all advertisers are trce 


both sympathetic and in agreement that the current situation needs cor- 
rection. “There was not one negative opinion delivered,” he said. Al- 
though the agency delivered no ultimatum and set no time limit on when 
it expects a change, Mr. Farnath said, “We hope for an improvement 
in the reasonable future, perhaps within a few months.” 
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Harold Boxer notes that a large number 
of prints have been shipped out across 
the country. Placement of the commercials 
in spot availabilities, participation shows, 
etc., is up to the local dealer. They'll 
run during the hot weather periods, of 
course, 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

The latest cereal innovation from this 
firm is TWINKLES, a. star-shaped 
product of oats and corn. It’s currently 
being introduced via “test” schedules 

in midwestern markets, with others to be 
added as distribution expands. Filmed 
minutes in kid shows are used. 

Ira Weinblatt is the timebuyer. 


GILLETE SAFETY RAZOR 
CORP. 


(Maxon, Inc., N. Y.) 


The RIGHT GUARD men’s deodorant 
schedules placed in a group of western 
markets early in March for a four-week run 
have been renewed and the nighttime 
minutes are still running, but it’s doubtful 
that there will be additional activity 

until the product reaches national 
distribution early this fall. Then, although 
it will be featured in network telecasts, 
there is a possibility of spot schedules also 
for the introductory push. Ray Stone is 

the buying contact. 


GULF OIL Co. 
(Young & Rubicam, Inc., N.Y.) 


As noted here April 4, GULF planned to 
postpone its usual early springtime 
schedules until some of the competition 
ended campaigns. Four-week placements 
of nighttime minutes and 20’s got under 
way last week in about 75 major markets. 
John Warner and Marie Mooney 

are the timebuyers. 


HELENE CURTIS INDUSTRIES, 
INC. 

(McCann-Erickson, Inc., Chicago) 
Five-week schedules for SPRAYNET 
hair control were to begin in about 

25 major markets early this month, 
with filmed minutes running in varying 
frequencies. Assistant media group 
supervisor Ruth Leach is the contact. 





Grant Moves 


Robert C. Mack, who has been 
tv-radio director for Grant Ad- 
vertising, Inc., and five other key 
executives are transferring to the 
agency's new U. S. headquarters 
in New York from Detroit. Mr. 
Mack was promoted to vice presi- 
dent and national tv-radio direc- 
tor. The Chicago Grant office 
will continue to serve as world- 
wide headquarters for the cor- 
porate affairs of the agency's 31 
foreign offices and nine offices in 
this country. 














Robert A. Wulfhorst has joined 
Needham, Louis & Brorby in Chi- 
cago as vice president and director of 
media and research. He was for six 
years associate media director at 
Dancer-Fitzgerald-Sample and before 
that was with Kenyon & Eckhardt 
and the Biow agency. 


GEORGE W. HELME CoO. 
(KHCC&A, New York) 

For the first time in several years, the 
snuff producer plans to stay in its 
group of southern markets throughout the 
summer months, albeit on a cutback 
basis so far as frequency of spots is 
concerned. ID’s in day and non-prime 
periods will run. Dorothy Glasser 

is the timebuyer. 


In Roanoke in ‘60 
the Selling Signal 
is SEVEN... 


Roanoke is an ideal test market. 
Isolated from competing markets. 
Diversified industry. Self-contained 
economy. Large population. Many 
distribution outlets. 

Put Roanoke on your schedule, 
and don’t fumble the ball when 

‘ buying television. Specify WDBJ-TV 

. . serving over 400,000 TV homes 

of Virginia, N. Carolina and W. Va. 

in counties having a population of 
nearly 2,000,000. 

Sell like sixty on seven. We'll help 
you to cross those sales goal lines. 


ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 


WOby TY 


Roanoke, Virginia 






ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N.Y.) 


Reports elsewhere had it that JERGENS 
LOTION came into its regular 60-70 
markets early this month with two-week 
schedules of day and night minutes 
and 20's. Supervisor Bill White notes 
that the activity was primarily a product 
change in the long-term Jergens schedules 
moving to lotion from shampoo, etc. 


Bill Birkbeck is the timebuyer. 


KELLOGG CO. 
(Leo Burnett Co., Inc., Chicago) 


Buying on this company’s cereals was 
reported under way in markets where 
network shows are not cleared, or where 
extra emphasis is needed for various 
reasons. Media supervisor 

Richard Coons is the contact. 


LESTOIL PRODUCTS, INC. 
(Sackel Co., Inc., Boston) 


In a reorganization since it was sold to 
another corporation, the maker of LESTOIL 
and LESTARE merged its house agency, 
Jackson Associates, with the Boston firm, 
but continues to use tv as heavily as in 
the past. LESTARE has now gained 
distribution in the company’s regular 
markets westward to Wisconsin and is 
jumping to the coast where it’s running 
saturation schedules in Los Angeles and 
will hit San Francisco in a few weeks. 
Other markets will follow. Media director 
Richard Robbins is the contact. 


CHANNEL 
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This is the time to be in Television Age! 


( 


_ Here’s how to be in the right 
place at the right time. 

_Here’s how you meet the buyer 
at the psychological moment: 


|. trust Television Age. 


“a Decision makers do! Television Age 


the climate is compelling 


FALL SPOT OUTLOOK ISSUE + JULY 25 
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SPRINGFIELD, 
MASSACHUSETTS 
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* GREENFIELD 


MASS. 


PITTSFIELD 


mi, 
© NEW BRITAIN 


over 300,000 Television homes 
u¢ Bonus Coverage 


WRLP channel 32 


T6P COVERAGE -ToP RATINGY 


SEE YOUR HOLLINGBERY REPRESENTATIVE 
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Albert Ward has joined Kudner 
Agency as vice president and director 
of television and radio programming, 
it has been announced by Charles R. 
Hook Jr., president. Mr. Ward was 
formerly with Donahue & Coe and 
before that with Independent Tele- 
vision Corp., Batten, Barton, Durstine 
& Osborne and a producer and direc- 


tor at CBS. 


LIEBMANN BREWERIES, INC. 
(Foote, Cone & Belding, Inc., N.Y.) 
As it’s done in the past. RHEINGOLD 


beer will be using five-minute “program” 
spots to promote the “Miss Rheingold” 
contest in August. Look for brief 
schedules in New York and the top 
New England markets used in the past. 
Walter Reed is the timebuyer. 


MALT-O-MEAL CO. 


(Campbell-Mithun, Inc., 
Minneapolis ) 


The fall-winter push on this firm’s 
cereal will start in September in about 
28 markets. Five minutes weekly will 
be the average frequency in kid shows, 
with the campaign to run 26 weeks. 
Rudi Marti is the contact. 


OTOE FOOD PRODUCTS 
(Compton Adv., Inc., Chicago) 


In contrast with the long-term, definite 
commitments of last year, MORTON 
HOUSE foods is using staggered, market- 
by-market placements now in about 30 
southern and midwest markets. Schedules 
are noted as being under continual 
revision. Cecilia Odziomek is the 
contact, 


POTTER DRUG & CHEMICAL 
CORP. 


(KHCC&A, New York) 


The producer of Cuticura soap has a fairly 
new product, CUTICURA MEDICATED 
CREAM, that has been building toward 
national distribution. It just finished 
testing via 20-second slide commercials 

on several Los Angeles stations with a 
13-week schedule. A minute film has been 
completed for use in Hawaii, where the 
company has used tv for the past few years. 
Advertising manager Paul Danielson Jr. 
expects to place spots in additional U. S 
markets this fall. Account executive 

Sam Gill is the contact. 


Agency Changes 


Largest account to announce an agency 
move in recent weeks was the Simoniz Co., 
which takes its $5-million billings from 
Young & Rubicam, Inc., Chicago, by Sep- 
tember. Naming of a successor will take 
place after final screening of a half-dozen 
agencies selected from about 15 applicants. 

Arnold Bakers, Inc., billing an_ esti- 
mated $750,000, was resigned by Kudner 
Agency, Inc., and immediately placed at 
Allston-Smith Advertising, Greenwich, 
Conn. The new agency is being organized 
by Jerry Allston and William Smith, 
formerly with Charles W. Hoyt & Co., 
which had the Arnold account before it 
moved to Kudner last year. 

Bozell & Jacobs, Inc., Chicago, was 
awarded the Maremont Automotive Prod- 
ucts, Inc., account previously at Waldie & 
Briggs, Inc. Maremont produces car muf- 
flers and reportedly will use tv in the 
future. (B&J previously held Midas Muf- 
flers, losing the account last year to Edward 
H. Weiss & Co.) 

Grant Advertising, Inc., announced a 
number of client acquisitions following the 
appointment of Elliott Plowe as president 
of the agency. Among them: Fiat Motor 
Co., Inc., which shifts some $750,000 in 
billings from Adams & Keyes, Inc.; Lovable 
Brassiere Co., billing about $400,000, and 
Richelieu Pearls, billing about $100,000, 


both previously at Cohen, Dowd & Ale- 
shire, Inc., and Delka Research Corp., a 
potential $2-million account that has no 
previous agency of record. 

Lennen & Newell, Inc., lost the $600,000 
account of a Johnson & Johnson subsidiary, 
Chicopee Mills’ baby-products division. 
Doyle Dane Bernbach, Inc., is the new 
agency. 

Sunkist Growers named Leo Burnett Co., 
Inc., to handle its fresh-lemons advertising 
in the U. S., effective in November. Foote, 
Cone & Belding, Inc., has held the $1- 
million-plus account and will continue on 
Sunkist oranges and other products. 

Dad’s Root Beer Co. named M. M. Fisher 
Associates, Chicago, as successor to Bozell 
& Jacobs, Inc. 

Gluek Brewing Co., after a one-month 
stay at Colle & McVoy, Inc., Minneapolis, 
following termination of its contract at 
Olmstead & Foley, moved to John W. 
Forney, Inc. Billings are about $300,000. 

Thayer Laboratories, Inc., a Revlon, Inc.., 
division, moved its Pinex cough remedies 
advertising from Keyes, Madden & Jones, 
Inc., to Warwick & Legler, Inc. 

Young & Rubicam, Inc., was reappointed 
to handle Coets Cotton Squares for the 
Personal Products Corp. after the account 
spent two years at Erwin Wasey, Ruthrauff 


& Ryan, Inc. 
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Gathered around Meredith Broadcasting Co. executive vice president Frank 
Fogarty at the piano are the winners in the “Telequiz” contest for timebuyers 
and other tradesters staged by wow-tv Omaha to reveal how the Meredith sta- 
tion’s promotion is registering with media executives. The winners, who re- 
ceived “an evening for two at the Waldorf's Empire Room”: (I. to r.) Clifford 
Botway, Ogilvy, Benson & Mather; Alan Bobbe, Aitkin-Kynett; Dorothy 
Houghey, Grey Advertising; Beryl Seidenberg, Kastor, Hilton, Chesley, Clif- 
ford & Atherton, and Roger Clapp, Benton & Bowles. William Hinman, of 


Lambert & Feasley, also a winner, was unable to attend the award-presentation. 





Atlanta Awards 


First award for effective 
television commercials was pre- 
sented by the Radio-Tv Repre- 
sentatives Association of Atlanta 
to Henderson Advertising 
Agency, Inc., Greenville, S. C., 
for films produced for Texize 
Chemicals, Inc. The agency re- 
ceived a plaque from association 
president Gregory Murphy. 

Receiving certificates awarded 
for commercials of excellence 
were Cargill, Wilson & Acree, 
Richmond, for Smithfield Pack- 
ing Co.; Burke Dowling Adams, 
Inc., for Citizens & Southern 
National Bank; Tucker Wayne & 
Co. for American Bakeries, and 
Liller, Neal, Battle & Lindsey for 
Colonial Stores. (LNB&L won 
the association’s first-prize award 
last year for its commercials for 


H. W. Lay & Co.) 











PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N.Y.) 


Although reported here May 2 that 
TIDE was buying heavily, activity was 





William M. Scruggs Jr., (above) 
formerly promotion and _ merchan- 
dising manager for wsoc-tv Char- 
lotte, has been made southern sales 
representative. Before coming to the 
station in 1957 Mr. Scruggs was a 
vice president of Bomar Lowrance 
and Associates and a southern sales 
representative for NBC Spot Sales. 
Taking the post of promotion and 
merchandising manager of WSOC-TV 
is Jon T. Caudle, who has been with 


the station since 1957. 


still on at press time, with day and night 
minutes being set in 100 markets to 
run through the P&G contract year. 
Merrill Grant is the timebuyer. 


PROCTER & GAMBLE Co. 
(Compton Adv. Agency, Inc., N.Y.) 


About 30 major markets started new 
placements of day and late-night 
minutes early this month for IVORY 
LIQUID. The schedules will run through 
the P&G contract year. Jack Brooks 

is the timebuyer. 


READER’S DIGEST 
(JWT, New York) 


As it has been doing for the past few 
months, this magazine will run a spot 
campaign during the next two weeks for 
its July issue. More than 80 markets 

get placements of mostly nighttime ID’s, 
with starting dates dependent on circula- 
tion groupings. Mario Kircher, Carrie 
Senatore and Greg Bathon are the 
buying contacts. 


RED-L FOOD PRODUCTS 
(Smith/Greenland Co., Inc., N.Y.) 


This frozen-seafood packer returned to 
spot last February (Spot Report, Feb. 22) 
with a five-week campaign of minutes 
and 20’s in New York and is now 
following it up with nighttime ID’s. 

A similar campaign is in the ID phase 
in Pittsburgh, with taped spots used 

for excellent results. Media director 
Les Towne is the contact. 








SCOTT PAPER CO. 


(Ketchum, MacLeod & Grove, Inc., 
Pittsburgh) 


The third of three test markets to be 
used by WONDER WRAP, a new plastic 
food wrapping from this paper-products 
firm, is San Diego (following Indianapolis 
and Albany). The western city gets 18 
weeks of filmed minutes on an eight-per- 
week frequency. Good results should 

mean a national introduction late this 
year. Dick Courtney is the buying contact. 








Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN.-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
Plaza 5-4262 
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ALBANY-SCHENECTADY- 
TROY 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. The Honeymooners* (CBS) wros Tue. 7 ...28.2 





2. Death Valley Days (U. S. Borax) 

WRGB Thu. 7 ...ccccccccsccecccesescecs 26.1 
3. Huckleberry Hound (Screen Gems) 

WROB Thu. 6 .. ccc cccccccscesss seeceameun 
4. The Vikings (Ziv-UA) wres Thu. 7:30 22.6 
5. Whirlybirds (CBS) wast Sun. 6 . . 22.2 
6. U. S. Marshal (NTA) wreos Fri. 7 -22.1 
6. Mike Hammer (MCA) wares Sat. 10:30 ....22.1 
7. Johrny Midight (MCA) wrep Thu. 10:30 ..21.1 
8. Shotgun Slade (MCA) wares Sat. 7 ....... 20.7 
9. Manhunt (Screen Gems) wrep Wed. 7 ..... 20.6 
10. Quick Draw McGraw (Screen Gems) 

WEE TR. Gicc cic costs ccccceccvccceens 19.9 
11. Lock-up (Ziv-UA) wroB Mon. 7 .........- 19.4 
12. Border Patrol (CBS) wast Fri. 10:30 18.0 
13. Sheena of the Jungle* (ABC) wnes Tue. 6 .16.6 


14. Popeye (UAA) w-TEN M-F 5 ...........- 15.1 


TOP FEATURE FILMS 





1, Early Show w-Ten Fri. 5:30-7 ........ 15.6 
2. Early Show w-TEN Tue. 5:30-7 .......... 13.2 
3. Early Show w-TeEn Wed. 5:30-7 -13.0 
4. Early Show w-TEN Mon. 5:30-7 .......... 12.7 
5. Early Show w-TEN Thu. 5:30-7 .......... 12.1 
TOP NETWORK SHOWS 
Bs TR Te EE bn woe sads csvesctavcs 50.6 
3. The Price Is Right wrcB ...............-. 36.5 
S. Tavamle WEGB ..cccccccccccss 1 
4. Peter Gunn* wroB ......... 5 
Bs UU BE GN” WARE ack oc ccccascccns 35.1 
6. Bachelor Father wrcs ....... sin oga 6 eee 
eee 
i CEM. 25k 44 <ceeeseaeweenans 33.3 
3 CO ere 
ee ee NN Do cua a oso cn weceaccdes 32.2 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Huckleberry Hound (Screen Gems) 


WHas-Tv Thu. 6:30 .... one 6964 nmeeee 





2. Dick Powell Theatre (Official) 
WAVE-TV Mon. 6:30 ...... oes whee ens 
8. U. S. Marshal* (NTA) wave-tTv Wed. 10 ..4 
8. Lock-up (Ziv-UA) wHas-tv Thu. 7-30 
4. State Trooper (MCA) wave-TVv Thu. 9:30 . 
5. Quick Draw McGraw (Screen Gems) 
WavE-TV Fri. 5:30 ..... ae veekecuee 
6. Roy Rogers (Roy Rogers Snyd.) 
WAVE-TV Mon. 5:30 Se Cenk . - -22.2 
7. Sheena of the Jungle (ABC) 
Wave-sy Tem, SFO 2. sc cccsecs oeKee 
8. Not For Hire (CNP) wave-tTv Mon. 10 ....2 


icon 


- Canronball (ITC) wave-Tv Wed. 9°30 
10. Four Just Men (ITC) wave-tv Sun. 9:30 .. 5 
11, Bold Venture (Ziv-UA) wave-tv Thu. 8 2 
12. Superman (Flamingo) wave-tTv Wed. 5:30 .19.8 
13. Bishop Sheen (NTA) wHas-tv Sun. 12:30 19.3 
14. Death Valley Days (U. S. Borax) 





Wave-sv Tus. 0:30 .... 00. sheccccese Dae 
TOP FEATURE FILMS 

1, Late Show wHas-tv Fri. 11-12 mid. ..... 8.2 
2. Late Show wuas-Tv Sun. 11:15-12:30 a.m. . 6.1 
8. Late Show wHas-Tv Wed. 11-12 mid. .... 6.0 
4. Late Show wuas-tv Sat. 11-12 mid. ...... 5.7 
5. Saturday Night Theatre wHas-Tv 

ee SRO ee BAR sinks coat ca ccace 4.2 

TOP NETWORK SHOWS 

1, Gunsmoke WHAS-TV .... obevecescOent 
2. Wagon Train wave-tv eeeets a 
2. Ernie Ford WavE-tv ... nbd. oeceneese nen 
3. Laramie WAVE-TV ........ : Tere 
1 ee NE II as Sc cdcedcceee basse 45.2 
5. Have Gun, Will Travel wHis-Tv ......... 44.9 
6. Chevy Show wAve-Tv . ee 42.7 
7. The Price Is Right wave-tv ............42.1 
8. Ford Startime wave-Tv ............ oo - 42.5 
9. Garry Moore wWHAs-TV .. nce wee oe + 41,3 





“Indicates programming changes during 
period. Ratings for one-week are given. 


four-week 
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CADILLAC-TRAVERSE CITY 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 











1. Highway Patrol (Ziv-UA) wwtv Mon. 7 ..38.3 
2. Border Patrol (CBS) wrsN-tv Thu. 7:30 ..35.5 
3. U. S. Marshal (NTA) wPsBNn-Tv Wed. 7 ..34.0 
4. Coronado 9 (MCA) WPBN-TV Thu. 9 ......33.7 
5. Huckleberry Hound (Screen Gems) 

Wwe The. 6 ..cccccccces @ecescsccoese 32.5 
6. Quick Draw McGraw (Screen Gems) 

WWE Tue. 6 nnn wccccccrcccccessssccccs 30.9 
7. Tombstone Territory* (Ziv-UA) 

WPBN-TV Tue. 7... ccc ceccccecccccsess 30.8 
8. This Man Dawson (Ziy-UA) wwtv Tue. 9 ..29.8 
9. Popeye (UAA) wPBN-Tv M-F 6:30 ...... 9.4 
10. Superman (Flamingo) wwtv Wed. 6 7 
11. New York Confidential* (ITC) 

WW Bri. 9380 2. nccccccccccccrccsecess 26.0 
12. Celebrity Playhouse (Screen Gems) 

WPBN-TV Sat. 10:30 2 
13. Tombstone Territory (Ziv-UA) wwtv Wed. 2 
14, Phil Silvers (CBS) wwrtv Sat. 10:30 ......21.2 
15. Three Stooges (Screen Gems) 

WPBN-TV Sat. 5:30 ..cccccccceccccee es + 20.5 

TOP FEATURE FILMS 
1. Feaiure Movie wwtv Sat. 11-12 mid. ....13.5 
2. Feature Movie wwtv Fri. 11:30-12:45 a.m. 9.4 
3. Paul Bunyan Theatre 

WrBN-TV Sun. 10:30-11:30 ........eeeee 8.9 
4. Paul Bunyan Theatre 

WPEN-TV Sat. 11:30-12:30 a.m. ......... 6.6 
5. Feature Movie wwtv Tue. 11:30-12:30 a.m. 5.0 


oo 


= 


10. 
11. 


12. 


13. 
14. 


oe ee 


~ 


CMA Ht & 


1 


. Gunsmoke WWTV ...... 


pe Ue SO EE WY co wcccacoecesceses 


. Sea Hunt (Ziv-UA) wraL-tTv Wed. 7 
. Border Patrol (CBS) wrvp Mon. 7 


. Cannonball (ITC) wraL-tv Thu. — 
- Manhunt (Screen Gems) wtvp Sat. 10:30 22.5 
}. Huckleberry Hound (Screen Gems) 


. Superman (Flamingo) wrat-tv Fri, 5:30 ..15. 


- Roy Rogers Feature wrvp Sat. 9-10 a.m. ..15. 


. Wagon Train wRaL-TVv 7 ; 
. The Price Is Right wraL-tv .. aeenee 
. Gunsmoke WTVD ........ bees -41.0 
. Maverick WRAL-TV eens Oaiee . -40.1 
. Rawhide wTvp .. - 
. Peter Gunn* WRAL-TV — 
- Have Gun, Will Travel wrvp .. 
. Cheyenne WTvp ...... . Sestee ae 
. Tales of Wells Fargo* wraL-tv oaoeee 
. The Real McCoys wraL-tv 32 


TOP NETWORK SHOWS 


Wagon Train wPBN-TV 


~ 





The Price Is Right wrBN-TV 


wea wans 


RALEIGH-DURHAM 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





U. S. Marshal (NTA) wrvp Fri 





WRAL-TV Thu. 5:30 


. Lock-up (Ziy-UA) wrRat-tv Fri. 9:30 .. 18.8 
. Quick Draw McGraw (Screen Gems) 


WRAL-TV Tue. 5:30 .... i 17.0 


. Abbott and Costello (Sterling-Tv) 


TSE ST TE, WH BSED cece sie nivwectecscceedF 


% to to 


Flight (CNP) wrat-tTv Mon. 7 .. bch 14 
Championship Bowling (Schwimmer) 

wtvp Sun. 2 ........ ewetoversvewes - 13.4 
Susie* (ITC) wrat-tv Sat. 5 
Stage 7* (Arrow) wrvp Sun. 5:30 
Casey Jones* (Screen Gems) wTvp Sun. 6 ..10.3 





TOP FEATURE FILMS 


Early Show WRAL-Tv Fri. 7-8:30 ........ 8 
Star Theatre wrvp Fri. 11:15-1:15 a.m _% 


mS 


. Saturday Matinee* wrvp Sat. 1:30-4 .... 5.5 
. Star Theatre wrvp Wed. 11:15-1:15 a.m. .. 3.4 


TOP NETWORK SHOWS 





1960 


CHARLESTON, S. C. 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





1, Cannonball (ITC) wusn-tTv Sun. 6:30 ..... 43.0 
2. Border Patrol* (CBS) wcsc-Tv Thu. 7:30 .40.1 
3. Tombstone Territory (Ziv-UA) 

wusN-Tv Tue. 8 ....... eeccocceceseces 38.7 
4. Lock-up (Ziv-UA) wesc-Tv Sun. 9:30 - 36.8 
5. Sea Hunt (Ziv-UA) wusNn-tTv Fri. 7 -34.9 
6. Roy Rogers (Roy Rogers Synd.) 

wcso-Tv Mon. 6 ........ cevcecccesccese 30.5 
7. Manhunt* (Screen Gems) 

WOSO-EV Wed. O38 oc cvccesessecccccess 29.8 
8. 26 Men (ABC) wesc-Tv Tue.-Fri. 6 ...... 27.7 
9. U. S. Marshal (NTA) wusN-TV Mon. 9:30 .26.8 
10. Topper (Schubert) wousn-tTv M-F 5:30 - 25.6 
10. Three Stooges (Screen Gems) 

WUSN-Tv Sat. 9 a.m. .....-00- 25.6 
11. Susie (ITC) woso-tv M-F 5 . 25.5 
12. Amos ’n’ Andy (CBS) wusn-Tv Tue. 6°15 .25.1 
13. The Vikings (Ziv-UA) wosco-tv Thu. 7 22.4 
14, Badge 714 (CNP) wusn-Tv Mon. 6:30 ...22.1 

TOP FEATURE FILMS 
1. Movietime Matinee wusN-Tv Sun. 2-4:30 ..20.4 
2. Movie of the Week* wosc-Tv Tue. 7-8:30 ..19.5 
3. Movietime, USA wusNn-Tv Sat. 1:30-4 17.5 
4. Academy Award Theatre 

WUSN-TV Sun. 10:30-11:45 ......ceseees 13.1 

5. Feature Film* weso-Tv Sat. 3-4:30 ...... 13.0 
TOP NETWORK SHOWS 
1. The Real McCoys* WUSN-TV ............ 54.3 
RB TRE UBIMEY .. 6c ccc bck cciceccebun 54.0 
3. Wagem Traim WUGN-TV 2... cccccscccesses 51.7 
S, GaReaee WOSSSY ccvcdccccccccccssvues 46.2 
5. Have Gun, Will Travel wcso-Tv ........ + -46.0 
6. Ed Sullivan WCSO-TV ....0.see-ceeeeee s 45.8 
7. Johnny Ringo wcso-Tv ..... - 43.6 
8. I’ve Got a Secret WOSC-TV ............-. 43.3 
9. Tightrope wosc-Tv eee ccccccc ee AS.8 
9. G. E,. Theatre woso-Tv oacecesseceeunennnn 


RICHMOND, VA. 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





1. Huckleberry Hound (Screen Gems) 

UE Te GEN on ok Seawceeé'e 04d%s es 27.0 
2. Daffy Duck (UAA) wrva-Tv Tue. 5:30 ....22.7 
3. Border Patrol (CBS) wrvr Sat. 7 21.8 
4. Three Stooges (Screen Gems) 

weunm MP § ..c.cee. osecbesaccesss 3 
5. Porky Pig* (UAA) wrva-Tv Mon. 5:30 ....2 
6. Quick Draw McGraw (Screen Gems) 

PE, EOD 4 cd eh dade ccccd conewed .20.7 
6. Roy Rogers (Roy Rogers Synd.) 

wave Duh. 6290 ..cccscs aaa -20.7 
7. Bugs Bunny (UAA) wrva-Tv M-F 5 - 20.0 
8. Death Valley Days* (U. S. Borax) 

Wee WE. FB on occ c ck ccttesiconctaum 19.6 
9. Amos ‘n’ Andy* (CBS) wrvr Sat. 6:30 ..17.9 
10. Elmer Fudd (UAA) wrva-tv Wed. 5:30 ..17.4 
11. Badge 714 (CNP) wrva-tTv Mon. 7 .18.2 
12. Whirlybirds (CBS) wxex-tTv Sun. 6:30 ....16.1 
13. Superman (Flamingo) wtvr Tue. 6:30 16.0 
14, Shotgun Slade (MCA) wrva-tv Sat. 10:30 .14.8 

TOP FEATURE FILMS 

1. Wednesday Night Movie 

WRVA-TV Wed. 7-8:30 séa‘es 9.3 
2. Award Theatre WxXexX-TV Mon. 5-6:15 7. 
3. First Run Movie 

WTvkR Fri. 11:15-12:45 a.m 7.1 
4. Shock Theatre* wrRva-Tv Sat. 1-2 6.2 
4. Million Dollar Movie 

WXEX-TV Sat. 11-12:45 a.m. .......e002> 6.2 

TOP NETWORK SHOWS 

1. 77 Sunset Strip* wrvr 53.2 
2. The Real McCoys wrvr - 43.9 
3. Cheyenne WTVR ...... 9.2 
4. Gunsmoke WRVA-TV .. .39.1 
5. Wagon Train WXEX-TV ....... . 38.2 
6. The Untouchables wrvr ose nae 
7. Walt Disney Presents wrvr 32.6 
8. Lassie WRVA-TV ..... sce Mets 0 eae einen 31.9 
9. Adventures In Paradise wTvk .........+++ 31.8 
10. Hlewallam Tiye WTWR ....ccccccccccs asda 
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3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
The Vikings (Ziv-UA) KETV Thu. 7 ......29.5 
Tombstone Territory (Ziv-UA) 
KKTV Thu. 6:30 


se ccccccceccccconsecs steed 


3. Whirlybirds (CBS) KETV Tue. 9 ........27.2 


. Huckleberry Hound (Screen Gems) 
KRDO-TV Thu. 6 
. People’s Choice (ABC) KETV Sun. 7:30 ..23.8 
San Francisco Beat (CBS) KETV Sun. 8:30 .23.3 
. Superman (Flamingo) KRDO-TvV Mon. 6 ....23.1 
. Trackdown (CBS) KKTV Tue. 9:30 ........22.8 
. Death Valley Days (U. S. Borax) 

ERDO-TV Mon. 9:30 ...cccecccccescessee2l.6 
. Border Patrol (CBS) KETV Fri. 9 ........20.6 
. Sea Hunt (Ziv-UA) KRpo-TV Tue. 9 ......20.3 
(ITC) Kxtv Fri. 8:30 ......20.3 
. 26 Men (ABC) Krpvo-Tv Wed. 6 ........+.+19.8 
. Manhunt (Screen Gems) KKTV Mon. 9 ....19.1 
. Mike Hammer (MCA) KRrDo-TV Tue. 9:30 ..19.1 


TOP FEATURE FILMS 


. Star Matinee* Koss-TV Sat. 3-4:15 ......16.0 
. Action Theatre Krpo-TV Sun. 4-5 ........12.3 
. Feature Movie KKTV Sat. 9:30-11:30 .....10.5 
. Studio 13 KRDO-TV Sat. 10:15-11:30 ..... 7.9 
Peacock Star Theatre KCSJ-TV 


sccccccccccveccesces e205 


Sat. 10:15-11:15 ...... eeccceressceeses 7.6 
TOP NETWORK SHOWS 

. Red Skelton EKTV ...cecsceserecces ers if} 
Maverick KRDO-TV ..cceseseeees cocccee o f1.9 
. Gunsmoke KKTV ....s+++ eecccececcccccs 41.6 
. Garry Moore KKTV .. cesses escceerececes 40.6 
. Rawhide KKTV ......+.+ erececceecceseves 40.2 
. The Real McCoys KEDO-TV ......+++++++5 37.1 
. The Untouchables KRDO-TV ....6-.++++++> 35.5 
. Donna Reed KRDO-TV .....eeeeeeeeeee . 33.7 
. Ed Sullivan KKTV ....6--+++ ececce oseaae 32.7 
. The Rebel KRDO-TV ..ccessceceereessces 30.5 


SALT LAKE CITY- 
OGDEN-PROVO 


4-Station Report 


(four-week ratings) 


TOP SYNDICATED FILMS 


. Death Valley Days (U. 8. Borax) 
BSL-TV Sat. 9:30 ..cccccccsccsccceses 34. 


to 


This Man Dawson (Ziv-UA) KsL-Tv Sun. 9 1.24. 9 
. The Vikings (Ziv-UA) kKutTv Fri. 6 .......24.6 
. Huckleberry Hound (Screen Gems) 

KUTV Thu. 5 ....e-eecees ecccccccocccecdld 

Rescue 8 (Screen Gems) KCPX-TV Mon. 9 ..19.6 

Three Stooges (Screen Gems) KuTV Mon. 5 .19.3 

Not For Hire* (CNP) KsL-TV Mon. 7:30 ..19.2 

Our Gang* (Interstate) KuTv Fri. 5 ...... 19.2 
. Quick Draw McGraw (Screen Gems) 

KUTV Tue. 5 ...cccccccccseccsscccceses 18.9 
. U. S. Marshal (NTA) Kopx-Tv Tue. 8:30 .18.3 
. Man Without A Gun (NTA) KuTv Thu. 6 ..17.9 
. Sea Hunt (Ziy-UA) KuTv Sun. 9:30 ...... 17.9 
. Tombstone Territory (Ziv-UA) 

EeE-TV Bue. 8:30 ..cccccccccescccecess 17.2 
. Superman (Flamingo) KuTV Wed. 5 ...... 16.8 
. Whirlybirds (CBS) KcPpx-TV Mon. 9:30 ...15.8 
- Manhunt (Screen Gems) KOPxX-Tv Thu. 9:30 .15.8 


TOP FEATURE FILMS 


. Family Night Theatre* KuTv Wed. 6-7:30 ..31.1 
. Kennecott Theatre KkuTv Fri. 9-10:30 ....22.4 
. Electric Theatre KuTV Mon. 9:30-11:15 ...20.1 
. Paramount Theatre* KsL-Tv Sun. 9:30-11 ..15.3 
- Detective Theatre kuTv Sun. 3:30-4:30 ....10.4 
TOP NETWORK SHOWS 

- Gunsmoke KSL-TV .....eeeeecceceseee -- 42.6 
+ Wagon Train KOPX-TV ....eeeeeeeeeecees 39.7 
. Welk’s Dancing Party KUTV .........+.++- 38.1 
- The Rifleman KUTV .seseceeesscesesseee 37.7 

The Untouchables KUTV ......-.-+++ee005 35.3 
- What’s My Line KSL-TV ......--eeeeeeeee 34.7 
- Walt Disney Presents KUTV ...........+++ 32.8 
- TT Sunset Strip KUTV 2.2.2... eeeeeceee 31.3 
je Maveridk KUTV wccccccccccccssccccccces 30.6 
- The Real McCoys KUTV ...........200e0% 29.4 








oy 


15. 


CORPUS CHRISTI 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Whirlybirds (CBS) xztv Fri. 9°30 ........29.7 
Quick Draw McGraw (Screen Gems) 


KzTv Tue. 5:30 ........ TITTTTIT TTT TTT 
Tombstone Territory* (Ziv-UA) 
Kris-Tv Sun. 9:30 ........-- PPTTTTT TT irr 


. Huckleberry Hound (Screen Gems) 


KETV Thu. 5:30 ...cccccccccccccssccsceseed 


5. Coronado 9 (MCA) KzTv Sat. 8 ..........24.7 
6. U. S. Marshal (NTA) Kztv Thu. 8 ........ 24.0 
7. Popeye (UAA) KzTV M-F 5 .....0-+000+-23.7 
8. Bugs Bunny (UAA) xKztv Fri. 5:30 .......23.5 
9. Jeff's Collie (ITC) xztTv Wed. 5:30 ....23.4 
10. Bold Venture (Ziv-UA) KzTv Sat. 9:30 ....23.1 
11, Superman (Flamingo) KzTv Mon. 5:30 ....22.7 
12. Shotgun Slade (MCA) Kztv Thu. 7:30 ....21.7 
13. Tugboat Annie (ITC) Kztv Sat. 6 «+ +209 
14. Roy Rogers (Roy Rogers Synd.) 

KRis-Tv Sun. 5:30 ....... ceccecccccces 20.0 
15. Championship Bowling* (Schwimmer) 

KZTV Sat. 5 .ncccsccccccccccccsesssece 19.6 

TOP FEATURE FILMS 
1. MGM Theatre KzTv Wed. 9-10:30 ........ 21.9 
2. Owl Theatre KzTv Sat. 10-11:15 .........16.0 
3. Movie Time Kris-Tv Sun, 11-12:30 ..... 12.0 
4. Ten Star Movie kztv Fri. 11-12:30 a.m. .. 8.1 
5. Adventure Theatre Knis-Tvy Sun, 10-11 a.m. . 7.6 
TOP NETWORK SHOWS 
1. Red Skelton KZTV .....-ceceeccerecccees 56.3 
2. Wagon Train KRIS-TV ...ssseeeeeeeccees 50.3 
3. The Real McCoys KRIS-TV ...6+.--+eee005 45.8 
4. Playhouse 90° KzIV .........+ ececccccces 45.6 
5. Alfred Hitchcock Presents KZTV ......... 44.9 
6. Garry Moore KZTV .......++- Seecccoseses 43.8 
7. Ernie Ford KRIS-TV .....-eeeeeceeeecsees 43.4 
8. Ozzie and Harriet KRIS-TV ......++«e++05 42.9 
8. G. E. Theatre EZTV ....cceeceessceeeees 42.9 
9. Gunsmoke KZTV ......++++ eoeccevcsceces 42.0 
TUCSON 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1, Whirlybirds (CBS) Kvoa-Tv Sat. 9 ....... 28.1 
2. Coronado 9 (MCA) Kvoa-TV Wed. 9:30 ....24.0 
3. Huckleberry Hound (Screen Gems) 

Kvoa-Tv Thu. 6 .....-. eececccocce -..21.6 
4. This Man Dawson (Ziv- UA) 

KOLD-TV Mon. 9:30 ...0..eeeeeeceeceee 21.4 
5. Mike Hammer (MCA) Kvoa-tv Fri. 9:30 ..20.8 
6. Death Valley Days (U. S. Borax) 

KOLD-TV Mon. 9 ......- Sorececesecceces 20.1 
7. Manhunt (Screen Gems) K-GuN Thu. 8 ....19.6 
8. Phi) Silvers (CBS) KoLp-tTv Sun. 9 ...... 19.3 
9. Quick Draw McGraw (Screen Gems) 

KVOA-TV Tue. 6 ...0e--eeees TT TTT TTT T 19.0 
10. Johnny Midnight (MCA) 

EVOA-TV Tue. 8:30 2... cceececcceces 18.6 
11. Badge 714 (CNP) Kvoa-tv Thu. 8:30 ....18.1 
12. Sergeant Preston (ITC) 

KOLD-TV Sat. 9 a.m. ...++.++++s ecccceces 15.9 
13. The Californians (CNP) K-GUN Mon. @ ....15.2 
14, Superman (Flamingo) Kvoa-tTv Wed. 6 .....15.1 

9 


Shotgun Slade* (MCA) Kvoa-Tv Mon. 7 ..13. 


TOP FEATURE FILMS 


1. Sunday Night Playhouse 

KOLD-Tv Sun. 10-11:30 ..... ecvecesecese 11.0 
2. Million Dollar Movie KvOA-TV 

Sat. 10:30-12:15 a.m. .....ceeeeececcees 6.4 
3. Early Show K-GuN Fri. 10:15-11:45 ..... - 5.8 
4. Sunday Night Playhouse 

K-GUN Sun. 10-11:30 ....2-eeeeerccvee 5.5 
5. Early Show K-GuUN Sat. 10:15-11:45 ...... 5.4 
5. Early Show K-GuN Thu. 10:15-11:45 ...... 5.4 

TOP NETWORK SHOWS 

1. Perry Mason*® KOLD-TV ....eeeeeeeeeecees 38.6 
2. 77 Sunset Strip* K-GUN ......-+-ee0++- 34.1 
3. Perry Como KVOA-TV ....50-seeeeeeceeees 32.6 
4, Gunsmoke KOLD-TV ...ceeeseceececcceces 31.2 
5. What’s My Line KOLD-TV .......-++0+++- 30.9 
6. The Untouchables K-GUN ...-ee2---ee0+005 30.4 
7. Wagon Train KVOA-TV .....seeeeee eee 29.3 
8. The Price Is Right KVOA-TV ......++++++ -28.7 
9. Bomamza KVOA-TV ... cece cece eceeeeceee 28.5 
10. You Bet Your Life KVOA-TV .......+++0+- 26.3 


ARB City-by-City Ratings March 1960 
COLORADO SPRINGS-PUEBLO 


- ote 


5. 


10. 
11. 


13. 
14, 


we 


ww 


- MGM Theatre KRov-tTv Sun. 


HARLINGEN-WESLACO 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Whirlybirds (CBS) xrov-rv Wed. 7:30 .... 43. 
- Coronado 9 
Sea Hunt (Ziv-UA) KepT-Tv Mon. 7:30 ....33. 
- Huckleberry Hound (Screen Gems) 

BEY Th, BID sawccnvcccccsccacess 32. 
Lock-up (Ziv-UA) Kopt-tv Wed. 9:30 ...27. 
Tombstone Territory (Ziv-UA) 


(MCA) KRGv-TV Mon. 8:30 ..34. 


ERGV-Tv Fri. 8:30 ........65 eecccccess 23. 


- Three Stooges (Screen Gems) 


BROV-EV M-F 5:80 .ncccccccccccccccces 18, 


. Phil Silvers (CBS) Krov-rv Thu. 9:30 ....16, 
- Death Valley Days* (U. S. Borax) 

KGBT-Tv Fri. 9:30 ...... eccces @ecceces - 14, 
Popeye (UAA) KosT-Tv M-F 5 ...........14, 
Tv Hours of Stars* (NTA) 


BRev-e¥ Gum. 5:30 .cccccccccccccses il. 


. Roy Rogers* (Roy Rogers Synd.) 


BROV-EY Gun. G ccccccsccccccccccces +-Al. 


Paris Precinct* (Guild) Krov-tv Sun. 4:30 .10. 
Kingdom of the Sea (Guild) 


ERGV-TV Sat. 8:30 a.m. 


. Guy Lombardo* (MCA) krev-rv Sat. 12:30 9. 


TOP FEATURE FILMS 

10-12 mid 14, 
Shirley Temple Theatre* kost-tTv 

Bam, BB2GS-Bt8G cccceccccicese os 13. 


- Palmetto Playhouse KoptT-tTv 


Gat. 1OsBO-RVsES cocccccccsccces ee 10. 
4. Saturday Matinee* Krov-tv 

Bat. 8380-4380 wcccccccccccccece: 6 
5. Seymour’s Sunday Cinema Kkopt-tTv 

Gem. Bb-BBtES GM. ewccccvesscscce 5. 

TOP NETWORK SHOWS 

1, Wagen Train ERGV-TV .....ccccsccees 57 
2, Gunsmoke KGBT-TV .........e00eseseues aT 
3. Jack Bomny® BGBE-EV 2. cc ccccccccccces 7 
4. Playhouse 90° MGBE-TV 2... ccc ccccccccess 45 
5. I've Got a Secret KGBT-TV ............ 45 
6. Cheyenne KRGV-TV .........s000: 45 
7. Red Skelton KGBT-TV ........... 43 
CO. GB TR MONO wccccccnccecccces 42 
9. Alfred Hitchcock Presents KGBT-TV ........ 41 
10. Father Knows Best KGpT-Tv ............. 40 


WILKES BARRE-SCRANTON 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Sea Hunt (Ziv-UA) were-tv Thu. 7 ......25. 
2. U. S. Marshal (NTA) were-Tv Wed. 7 ....24. 
3. Flight (CNP) wNep-tTv Sun. 6 ....... 20. 
4. Quick Draw McGraw (Screen Gems) 

WHEP-TY Tus. 6:30 ...ccccccccccececs -20. 
5. Three Stooges (Screen Gems) 

WHERS TED 6 ceseccaseccccccessccecs 20 
6. Rescue 8 (Screen Gems) were-rv Mon. 7 ..19, 
7. State Trooper (MCA) ware-tv Fri. 7 ...... 18 
8. Pony Express (CNP) were-tv Tue. 7 ....18 
8. Huckleberry Hound (Screen Gems) 

WeEP-EV BZhe. 6280 cocccvcccccccccces 18. 
9. Death Valley Days (U. 8. Borax) 

WDAU-TV Bat. FT wcccccccccsccsescces -.18 
10. Life of Riley (CNP) wnep-tv M-F 6 .....17 
11. Superman (Flamingo) wnep-tv Wed. 6:30 .13 


12. 


13. 


14, Tombstone Territory (Ziv-UA) 

WNEP-TV Sum. 6:30 .....ceceeeccecces -12, 

TOP FEATURE FILMS 

1, Shirley Temple Theatre wpavu-TY 

Bum, 1530-3 wcccccescccecsecscsesess - 38. 
2. 3 O’Clock Theatre WNEP-TV Sat. 3-4:30 ... 8. 
3. Early Show wpavu-Tv Wed. 5-6:30 ....... 9 
4, Big Movie wNep-Tv Sat. 11-12:45 am. ... 9 
5. Movie of the Week wNep-Tv Sat. 1-3 ..... %. 

TOP NETWORK SHOWS 

1, Wagon Train WBRB-TV .......--eeeeeeees 39. 
2. Red Skelton WDAU-TV ........eeeeeenees 36 
3. Gunsmoke WDAU-TV ......+.--++. ssecc smn 
4. The Untouchables WNEP-TV .........++055 34.8 
4. Welk’s Dancing Party WNEP-TV .......... 34.8 
5. Danny Thomas WDAU-TV ..........s000685 32.7 
6. The Price Is Right WBRE-TV ..........«5 32.2 
7. 77 Sunset Strip* WNEP-TV .........+++5+ 30.8 
8. Ed Sullivan WDAU-TV .....-0500eeeeeeeee 29.7 
9. Dennis the Menace WDAU-TV .........+++65 29.3 





Phil Silvers (CBS) were-tv Sun. 
Jeff’s Collie (ITC) wnep-tv Fri. 


10:30 ..138, 
6:30 ....12 
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C-0-M-M-A-N-D-I-N-G 
L-E-A-D-E-R-S-H-I-P 
on all viewing fronts! 








WREX-TV continues to 
dominate Rockford and 
Area Viewing... 


© AT NIGHT 
45 of the Top 50 Shows... 


® IN THE DAYTIME 
All 20 of the Top 20 Shows 


®@ TOP WESTERNS 
7 of the Top 8 Shows 


® TOP FAMILY SHOWS 
5 of the Top 5 Shows 


© TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 
PUBLIC SERVICE. 


*Source ARB Oct. 25 - Nov. 21, 1959 
IN FACT ... All Day and 


All Night! . . . Every Hour 
of the Week is “Good 


Time” on... WREX-TV. 


J. M. BAISCH 
Vice Pres.-Gen. Mgr 





Represented By (@) 
H-R Television, Inc 


rome - eee — es ee ee} 
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Shoe the Wild Mares 


Three 


nouncements in afternoon time 


10-second spot an- 


recently sold 2,200 pair of 
women’s shoes at half-price for 
the Killian Co. of Cedar Rapids 
on wWMtT-TV Cedar Rapids. 











SPINNEY MFG. CO. 
(direct: Springfield, Vass.) 


Further activity is noted for FORMULA 
409, the spray-on detergent from this 
maker which was first listed here 

Feb. 22. Several New York stations 
reportedly get filmed minutes the middle 
of this month, with additional New York 
State markets to be set later. 
Advertising manager Dave Turksoff 

is the contact. 


A. STEIN & CO. 


(Cruttenden Adv., Chicago) 

Test results from the two-market spring 
campaign reported here March 7 proved 
“vastly successful—with stores having 
trouble keeping the advertised items in 
stock,” and a national campaign is in 
the works for a late-September start. 
Eight weeks of announcements will run 
in about 56 top markets on PERMA-LIFT 
Magicool girdles, panties and _ bras. 
Commercials produced by Sarra, Inc., 





John D. Berg was promoted to vice 
é i 

president of George H. Hartman Co. 

He served as director of radio and tv 

for the agency in Chicago and has 

been managing the New York office 

since 1956. 


combine live action and animation. 
George Stern is the contact. 


STRAUBEL PAPER CO. 


(Gordon & Hempstead, Inc., 
Chicago) 


For the first time this company will 
advertise its paper tablecloths on ‘tv, 
using filmed minutes during The Jack 
Paar Show to reach picnickers and 
party-givers in Cleveland, Scranton, 
Minneapolis, Toledo, Albany, Baltimore, 
Washington, D.C., Hartford, Green Bay 
and Peoria. Two spots weekly will run 
from June 15 to July 8. Gerald Saperstein 
is the contact. 


Rep Report 


A series of personnel moves by the Katz 
Agency, Inc., found James E. Muse, a 
member of the St. Louis sales staff, raised 
to the post of manager of the Katz office 
in that city; Alan T. Axtell, who has man- 
aged the St. Louis office, moved to Chicago 
as tv sales manager for Katz there, and 
William W. Joyce, vp and Chicago tv sales 
manager, relocated to manage the repre- 
sentative’s Detroit office. 


Bob Klein, formerly manager of KFRE-TV 





MR. JOYCE 





MR. AXTELL 


Fresno, joined Blair-Tv’s Los Angeles of- 
fice as an account executive. Before moving 
to the Fresno station, Mr. Klein worked in 
broadcast sales in San Francisco and Los 
Angeles, 

The New York office of Edward Petry & 
Co., Inc., added Morton A, Barrett as a tv 
salesman. He previously was with the 
Bolling Co. as vice president and secretary 


and earlier held various executive positions 
at CBS. 


{ 
gar 


MR. MUSE 
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SIDNEY A. TARRSON CO. 
(Allen Alpern Adv. Agency, 


Chicago ) 

This toy firm intends to test a new 
item—BIG GAME REPEATER popgun— 
this month with a few live-minute 
participations in kid shows in several 
selected markets. Activity on its 
BANK-O-MATIC is confined to the 
Chicago area during early summer, 

but will expand east and west later on. 
Agency president Allen Alpern is 

the contact. 


VELSICOL CHEMICAL CO. 
(Sander Allen, Inc., Chicago) 


Having run a one-week test using ID’s in 
Syracuse late last month for one of its 
insecticides, this firm starts a second 

test June 22 in Jackson, Miss. About 14 
minutes per week will be used through 
July 17 for a cotton-insect-control 
product. The one-market buys are 
considered tests for possible campaigns 
next year on the seasonal products. 
Media director Marie-Anna Hofmann is 
the contact. 


WAITT & BOND, INC. 


(James Thomas Chirurg Co., Inc., 
Ba 
This maker of BLACKSTONE, HADDON 


Buyer’s Check List— 
New Representative 


Kroc-TV Rochester, Minn., has appointed 
Venard, Rintoul & McConnell, Inc., as na- 
tional sales representative, effective July 1. 


wvec-TV Norfolk has appointed the Katz 
Agency as national sales representative, 
effective July 1. 


Station Changes 


Kcpx-tv Salt Lake City switches its net- 
work affiliation from NBC-TV to ABC-TV 
on Oct. 2. 


KTNT-TV Tacoma on June 1 joined the 
CBS-TV network and is offered at a com- 
bination rate of $1,000 for a basic Class A 
hour along with KiRo-Tv Seattle, which con- 
tinues as an affiliate. The two will be listed 
jointly as Seattle-Tacoma. The rate will 
prevail until Jan. 1, 1961, when either sta- 
tion may be ordered individually for $1,000, 
but a price of $1,300 will be offered for 
the two in combination. In the event of 
failure of either facility the maximum re- 


bate will be $300. 


KUTV Salt Lake City switches its network 
affiliation from ABC-TV to NBC-TV on 
Oct. 2. 


WESH-TV Daytona Beach has been au- 
thorized by the FCC to identify itself with 
Orlando as well. 


WHNB-TY is the new designation for 
wnsc Hartford-New Britain. 





' 
a 


Eldon E. Fox, assistant manager of 
the Minneapolis office of BBDO, has 
been elected a vice president of the 
Mr. Fox joined the Min- 


neapolis office last August as assistant 


agency. 


manager. He had been advertising 
and sales promotion manager for the 
Edsel division, Ford Motor Co. 


HALL and other cigars has gone more 
than a year since it was last Spot 
Reported as considering testing tv in 
Boston. It is currently using both 


Caguas, P.R., has been au- 
thorized by the FCC to identify itself with 
San Juan as well. 


WKBM-TV 


WNBC-TY is the new designation for 


wrca-Tv New York. 


Network Rate Increases 


ABC-TV 
KELO-TV Sioux Falls, from $600 to $725, 
June 1. 


KHOL-TV Kearney, Neb., from $300 to 
$350, June 1. 


KNOE-TV Monroe, from $425 to $475, 
June 1. 


weny-tv Watertown, from $250 to $300, 
June 1, 


wero-tv Cincinnati, from 
$1,750, June 1. 


$1,500 to 


WIsN-tvV Milwaukee, from $1,350 to 


$1,500, June 1. 
wMaAz-tv Macon, from $350 to $400, 
May 29. 


wtvc Chattanooga, from $400 to $450, 
June 1, 
NBC-TV 

wMaz-tvy Macon, from $350 to $400, 


June 1. 








WTHI-TV 
the 
Number One 


single station 
market 
in 
America! 





WTHI-TV is a 
single station market 
of 217,400 TV 
homes. 















An advertising 
dollar on WTHI-TV 
delivers more TV homes 
than many dollars in a 
multiple station 


market. 


WTHI-TV 
cu. (@) Te) 


TERRE HAUTE, 
INDIANA 


Represented by THE BOLLING CO. 
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syndicated shows and a _ news/weather/ 
sports program in that market, plus two 
weather programs and a sportscast in 
Bangor and Portland, Me., and four 
sportcasts weekly in Providence. 
Jeanne Tregre is the timebuyer. 


WARNER-LAMBERT 
PHARMACAL CO. 


(Lambert & Feasley, Inc., N.Y.) 


On its new skin cream, COOL GLOW, 
this cosmetics firm starts a “super-satura- 
tion” schedule in the top 30 markets 
only around July 25. What happens via 
“super-saturation” is that a regular 
seven-day campaign is compressed into 
two days, so that viewers will be hit 
with a tremendous frequency of 
commercials. Buying had not yet been 
finalized at press time as the agency 
awaited definite okay on the budgets. 
Chips Barrabee is the timebuyer. 


JAMES O. WELCH CO. 


(James Thomas Chirurg Co., Inc., 
Boston) 


This candy maker is already setting its 
fall plans and will place 13 weeks of 
minutes in kid shows and at other times 
to promote candy bars, box candies and 
other products. Last year’s drive covered 
about 25 markets east of the Rockies. 
Ruth Gaeta is the buying contact. 


business safari 7 


Yes, take a “Business 
Safari” to Hotel Sahara 
in Las Vegas . . . Plan 
your next. meeting, 
presentation or convention 
at Hotel Sahara . . . 600 
deluxe rooms .. . star 
studded shows . . . famous 
foods . . . special 
arrangements for all media 
and advertising events . . . 


HOTEL 


_ SAVARA 


Nias VEGAS NEVADA’ 






©00000% 06800 eet a we Tr ee 


For eaiiotiicen: 
Write, wire or phone Herb 
McDonald, Hotel Sahara, Las 
Vegas, Nevada 
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J. B. WILLIAMS CO. 
(Parkson Adv., Inc., N.Y.) 


At press time, AQUA VELVA was looking 
at availabilities in about 20 markets 


with the idea of setting 13 weeks of 


nighttime minutes to begin at issue date. 


A definite go-ahead on the buy 
reportedly would not be given for a few 
days, however. Ruth Bayer is the 
buying contact. 


Representative’s Assistants Visit Stations 


What could be more important for a station representative than to have the 
girls who do so much of the actual scheduling of commercial spots understand 
how client tv stations are run? With that in mind, Harrington, Righter & 
Parsons has set up a series of station visits for girls in its New York and 
Chicago offices. 

As a part of the plan, a recent Thursday saw 10 girls from the New York 
office flying to wsyR-Tv Syracuse, enjoying an 11:15 breakfast on the WsyYR-TV 
patio, then watching various local shows featuring commercials on which they 
had worked. The girls were then entertained by E. R. Vadeboncoeur, president 





During the wsyr-Tv visit the representative assistants check on station pro- 
cedure. Shown (I. to r.) are Lillian Radio, Mary Bynum, Alef Caldiero, Odette 
Islas, Dolores Asensio, Jo McShane, Joyce Nelson of wsyr-tv, Joan Christensen, 
Mary Schneid of wsyr-tv and Evelyn Crawford. 


of wsyr-Tv-aM, and William R. Alford. Jr., director of sales, at the Hotel 
Syracuse and taken on a tour of the station before flying back to New York. 

This was the second of the HR&P trips, the first having been by another 
group of girls to wric-Tv Hartford. A third will see girls from the Chicago 
office visiting WrMJ-TV Milwaukee. 





Enjoying the tour (1. to r.) are Joan Christensen, Sonya Shadlen, Alef Caldiero, 
Mary Bynum, Dolores Asensio, Odette Islas, Jo McShane and E. R. Vade- 
boncoeur, president of WSYR-TV-AM. 
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Siepmann (Continued from 31) 


halted him with outstretched arms to 
greet him as “Mishter Omnibush.” A 
redcap at the Cleveland railroad sta- 
tion asked him for an answer to a 
question, to settle a bet with a cab- 
driver pal. The cabby claimed the 
signature tune for Omnibus was by 
Walter Piston. The redcap was sure 
that Mr. Piston never wrote counter- 
point like that. Wasn’t it Aaron 
Copland? 

Omnibus is off the air. Twelve 
million American families apparently 
don’t “rate” high enough to warrant 
satisfaction of their interest. The net 
with which Nielsen, et al., fish for 
audiences acceptable to sponsors 
must have an awfully wide mesh if 
12 million American homes slip 
What price “cultural 
democracy” on these terms? 


through it. 


But even if it were true, as it is 
not, that broadcasting was giving the 
public what it wants, it would still 
have me—and what is a lot more 
important, the law against it. Cen- 
turies back, the Roman aristocracy 
tickled their throats with feathers so 
that they could overfeed some more 
while serving bread and circuses to 
keep the masses happy. History re- 
cords what came of that. 

Just giving people what they want 
was never enough. It is not “demo- 
cratic.” It is a spurious, craven alibi 
for failing to provide courageous 
leadership. For there is, as there has 
always been, the matter of our needs 
—not merely what we want of life, 
but what life (above the level of the 
beast) wants and claims of us. 


Unprecedented Times 


Life’s claims of us today happen 
to be unprecedented in_ history. 
Merely to keep the machinery of 
modern technological society going, 
to prevent disastrous abuse of the 
powers that we have wrested to our 
use from nature, to compete success- 
fully in the markets of the world 
and for the minds of men against a 
rival nation of great power and pur- 
pose is going to tax our individual 
and national strength to the break- 
ing point. If ever we needed intelli- 
gence and sensibility and moral 





strength and insight, we need them 
now. 

Think for a moment of broadcast- 
ing in this context: our judgments 
derive from our viewpoint. That an 
instrument as extensive in its reach, 
as pervasive in its hold on people’s 
time and interest as broadcasting 
should not have chalked up service 
of this order as the number-one pri- 
ority on its agenda reflects, as I see 
it, on the grasp of realities, the cour- 
age and sense of responsibility of 
those at the controls. 

Matter of Viewpoint 

Broadcasting has had greatness 
thrust upon it. Broadcasters are, or 
should be, the cultural statesmen of 
our time. Think of the medium, if 
you will, as a mere vehicle of enter- 
tainment, but then think also of Nero 
fiddling while Rome burned. We’re 
back at the matter of our viewpoint. 

To say that the public is not ready 
for such things is hypocritical. The 
public’s responsive 
never been adequately tested, for 


reflexes have 


such a test has never been the grand 
design of broadcasting in this coun- 
try. The only viable principle of 
programming that warrants the term 
“democratic” — namely, variant ex- 
posure of the people to the widest 
conceivable range of experiences— 
has never been observed. 

God knows we’re wayward, super- 
ficial, parochial, self-interested. All 
the more reason, then, seeing that 
time is running out on us, to mobilize 
every resource at our command 
against the mischief. Survival of 
civilized society (which is precisely 
what ds at stake) is, of course, every- 
body’s business—that of parents, edu- 
cators, churchmen, businessmen. We 
are all, admittedly, at fault. But this 
offers the broadcaster no alibi. De- 
fault is most culpable, as it is most 
disastrous, where power and oppor- 
tunity are greatest. 


Much at Stake 


To say that the long, patient edu- 
cation of the public costs too much 
is likewise hypocritical. Broadcasters 
will have to be much nearer bank- 
ruptcy before that objection is sus- 
tained. And if it were sustained, we 
should be driven to radical reform 





of the system of broadcasting we 
have. For private enterprise itself 
will not long survive disservice or 
even short service to the public in- 
terest. Too much, these days, is at 
stake. 

I happen to favor the system that 
we have, the dream that reasonable 
profits are compatible with public 
service. My quarrel is with the dis- 
tortions of the system and the cant 
that have crept in. I’m for the law, 
for the Communications Act that, 
under supervision of the FCC, made 
broadcasters the trustees of the public 
interest. What I’m against is what 
the law never envisaged nor ever 
countenanced — the sponsor’s as- 
sumption of effective, if not titular, 
control of programming, the broad- 
caster’s pursuit of profit without end, 
the hypocritical lip service to princi- 
ples belied in practice, the craven 
abdication of responsibility and 
power by the FCC, the failure of 
nerve, of leadership and grand imagi- 
nation of the men at broadcasting’s 
controls. 


High Responsibility 


The prognosis, I should say, is 
poor. Power, as Lord Acton said, 
tends to corrupt. The lure of money 
has not, in these lush times, lost its 
power to distort perspective. The 
sense of responsibility of men in posi- 
tions of high trust, in and out of the 
FCC, is short of what our times and 
circumstances require. 

But at least we still have the free 
market place of thought in which 
ideas and aspirations can, as in this 
piece, be canvassed. This and the 
price of folly that we may yet have 
to pay may force us to recognize that, 
in and out of broadcasting, perspec- 
tive is all, and that true perspective, 
today as always, involves “a respect 
for human dignity, a love of excel- 
lence and a tragic apprehending of 
the human situation and its nearness 
to the abyss.” 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 
Telephone Message Service 













22 E. 56th St., New York City 
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Booraem (Continued from 33) 


Television is a medium of enter- 
tainment. How does it stack up 
against its sister arts—the theatre and 
the motion pictures? One has only to 
read the drama reviews of Brooks 
Atkinson or the movie reviews of 
Bosley Crowther in the New York 
Times to realize that a plethora of 
poor product is not the problem of 
television alone. My own feeling is 
that on the average television pro- 
grams are of a substantially higher 
calibre than the average of either 
legitimate plays or theatrical motion 
pictures. 


Much Original Drama 


The American public is experienc- 
ing a golden age of entertainment— 
and that golden age is on television. 
(It should be remarked that tele- 
vision has had more than a little to 
do with upgrading -the calibre of 
theatrical motion pictures in the last 
three or four years.) Much great 
original drama has been presented 
first on television. So has much extra- 
ordinarily imaginative and colorful 
variety entertainment and excellent 
music. Some of the best of the op- 
eratic material which has been writ- 
ten in the last 10 years has been 
composed especially for television. 

Who can deny the quality of such 
wonderful productions as Amahl and 
the Night Visitors, An Evening With 
Fred Astaire, The Bridge of San Luis 
Rey, A Man Is Ten Feet Tall, Visit 
to a Small Planet, The Bachelor 
Party, Marty, Ingrid Bergman in The 
Turn of the Screw, Leonard Bern- 
stein with his lessons in fine music 
and the magnificent documentaries on 
Russia, Hitler, the °30s, on the popu- 
lation explosion, on India, Korea and 
the splendid American. It makes me 
wonder what is wrong with the un- 
grateful critics who cavil at a medium 
which gives them such wonderful 
things to see. Another question: 
what is the motive behind this ag- 
gressive and unpleasant effort to be- 
little the contributions of television? 

The westerns and the private-eye 
programs offer the widest target to 
those who are critical of television 
programming. So the critics take 
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regular aim at these easy targets. 
They seem deliberately to misunder- 
stand the reasons why these shows 
exist. 

In a survey taken among promi- 
nent people regarding their television 
tastes, Norman Vincent Peale said 
that he is a great western and private- 
eye fan. He found this kind of pro- 
gramming relaxing fun. | suspect 
most people look at westerns and 
private-eye programs in just that 
spirit. After a long day beset with 
the problems of living, you sit down 
with a paper-backed mystery, a west- 
ern-story magazine, or you flip the 
switch on your television set and get 
a pretty high-grade version of the 
same material on your 21-inch tube. 

Does this sap your morale, your 
ability to think, your social con- 
science? Does it make you a juvenile 
or an adult delinquent? Hardly. It 
goes in one eye and out the other. 
Very honestly, it was never intended to 
do more. 

The astonishing thing about so 
many westerns and private-eye shows 
is the remarkably high calibre of the 
stories. Gunsmoke and Have Gun, 
Will Travel are often superbly written. 
Fine characterization, careful plot- 
ting and, as a result, enormous im- 
pact. No apologies are needed for the 
westerns and the private eyes and, for 
that matter, the situation comedies. 
They are stories to relax by and have 
fun with. 


Mindful of Viewers 


This same fare is offered in the 
magazine literature on our news- 
stands. There is only one difference. 
Because television is almost universal 
home entertainment of extraordinary 
impact, it is necessary for television 
programmers to be more mindful of 
the sensitivities of the viewers than 
magazine editors seem to be. Tele- 
vision programming draws less on 
violence, on sex and on lurid ma- 
terial of questionable nature than 
magazine or newspaper stories and 
articles on similar subjects. 

Television has an obligation to 
keep the medium sufficiently well 
policed so that it will not became of- 
fensive to the majority, or even to an 
important minority. If writers feel 


that television puts them in hand- 
cuffs, they can always find another 
medium in which to express them- 
selves. There is no reason why the 
“exotic” authors should be arbiters 
of our standards of taste on tele- 
vision. 


Responsible People 


To use a favorite word of Dr. 
Frank Stanton, the thrust of a culture 
or civilization in its period of growth 
is upward toward a greater sophisti- 
cation, a keener appreciation of the 
talent and skill of its artists. So a 
medium which reflects accurately the 
culture of America will tend to be 
come more mature, more sophisti- 
cated, as the country does. 

American television is run by peo- 
ple who are generally responsible and 
intelligent, with broad interests and 
a lively understanding of the Ameri- 
can scene. Merely as a part of Ameri- 
can society, their bias must be in the 
direction of improving television— 
sharpening it as a tool of communica- 
tion, making it more tasteful, more 
significant. One has only to look at 
the kinescopes of yesteryear to 
realize how far television has gone 
in the last few years, how much it 
has improved not only in technique 
but in content. 

The people who run television have 
accepted the responsibility to improve 
the medium, and in doing so they are 
automatically improving the taste and 
values of the television audience. In 
the 13 years that television has been 
a fact—in the same 13 years that it 
has been married to the advertiser— 
it has become a distinct art form 
using techniques of expression which 
are unique to television. Much of 
what television has contributed has 
been borrowed by the television 
artists of other countries. There is 
nothing in the relationship of the 
advertiser to television which stands 
in the way of the medium’s develop- 
ing still further as a separate art 
form. 


Likes Present Tv Forms 


I am not among the apologists for 
television because I am militantly in 
favor of our present form of tele- 
vision. I think the strides it has taken 
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Balance (Continued from page 29) 
what they want, in Professor Siep- 
mann’s view, is not democratic, and 
the phrase itself is objectionable. 
“It is a spurious, craven alibi for 
failing to provide courageous leader- 
ship. For there is, as there has always 
been, the matter of our needs—not 
merely what we want of life, but 
what life (above the level of the 
beast) wants and claims of us.” 
Those claims, he says, are unprece- 
dented today, and “if ever we needed 
intelligence and sensibility and moral 
strength and insight, we need them 
now.” Professor Siepmann says he 
is for the present system (reasonable 
profits are compatible with public 
service), but he is against “the dis- 
tortions of the system and the cant 
that have crept in.” 
Mr. Booraem’s contribution is 
equally impassioned—in its affirma- 
tion of television as it is today. 
Choosing a specific evening’s fare in 
New York, he illustrates his conten- 
tion that, by and large, viewers have 
a variety of programming from 
which to choose. He takes issue with 


the critics’ charge (enunciated in 





in its short life are astonishing. I 
think its future is brilliant. The trials 
it has suffered in the past 18 months 
will make it better. Adversity has a 
way of toughening and strengthening. 
But nothing can kill television. Noth- 
ing can kill television as an advertis- 
ing medium. Amid all the hullabaloo 
that’s on about the 
venality of television, the accusations 
of cynicism and other even worse 
charges that have been hurled at ad- 
vertising about the way it uses tele- 
vision, the 


been going 


people have made it 
abundantly clear that they still love 
us. Sets in use still range on a win- 
ter evening as high as 70 per cent of 
46 million homes, indi- 
vidual programs still attract audi- 
ences upwards of 18 million homes, 


television 


and even the audiences for specialized 


programs have been 


mightily. 


growing 


In spite of everything—which 


covers a lot of grief 





television is 
doing a whale of a job and I’m proud 
to be part of it. 





Ben Berentson, eastern sales manager 
for wen Radio, has been named gen- 
eral sales manager of WGN-TV by 
Ward L. Quaal, vice president and 
general manager of the Chicago 
properties. He has been a member of 
the WGN sales department since 1940 
after joining the Chicago Tribune in 
1932 as an advertising salesman. 





this issue by Professor Siepmann) 
that tv is victimized by pressure from 
advertisers. 


Not Mass Alone 


“The statement which runs to the 
effect that television programming is 
tawdry because all advertisers are 
interested only in mass audiences just 
I think it is true that 
most advertisers are not 


isn’t true. 
interested 
That ac- 
counts for their sponsorship of an 


in mass audiences alone. 


extraordinary array of very special 
television fare.” He gives specific 
examples of advertising money which 
is invested in programs which cannot 
hope to capture a major share of the 
nation’s tv audience. 

But even the programs which have 
wide appeal, Mr. Booraem feels, need 
no apologies. The westerns, the pri- 
vate eyes, the situation comedies “are 
stories to relax by and have fun 
with,” and he points to the “re- 
markably high calibre of the stories.” 

“The people who run television 
have accepted the responsibility to 
improve the medium, and in doing 
so they are automatically improving 
the taste and values of the television 
In the 13 years that tele- 
vision has been a fact—in the same 


audience. 


13 years that it has been married to 





the advertiser—it has become a dis- 
tinct art form using techniques of 


expression which are unique to tele- 
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WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 
MADISON AVENUE 
AT 52nd STREET 


A Bigger and Better 


Seth ite 
HOTEL 
Just steps from anywhere... 
now with 500 individually deco- 


rated rooms and suites — and 
completely air conditioned. 





_ 


The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 ¢ TWX: NY 1-138 
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vision,” says the advertising-agency 
executive. 

Obviously, there is very little in 
common between the critics and the 
friends of current television program- 
ming. There appears to be only one 
significant area of agreement: com- 
mercial television is an immensely 
persuasive force in American life. 
With these three articles, TELEVISION 
AGE hopes to lift the level of discus- 
sion of “program balance” and relate 
it to the realities of American life. 





Hartenbower (Continued from 35) 


wise “worthwhile?” A late issue of 
TV Guide, selected at unscientific 
random, for one of the larger mar- 
kets with four television channels 
shows that viewers in this city had 
an opportunity to view 3614 hours, 
or 45 programs, which would fall 
into such a category. 


Types of Programs 

These are the “hard core” pro- 
grams; the regularly scheduled net- 
work news programs, the appear- 
ances of José Greco on the Perry 
Como Show or a famous pianist on 
Ed Sullivan’s program are omitted. 
They include local, syndicated and 
network programs. They include 
coverage of the summit conference 
debacle, the wedding of Princess 
Margaret, an Ibsen play, a locally 
produced science program seen in 
the public schools, a discussion of 
poetry produced with the coopera- 
tion of a local university, sermons 
by members of the three major faith 
groups, and a French lesson. 

Obviously, viewers during that 
same week had the opportunity to 
see other programs—afternoon melo- 
drama, quiz and prize programs, 
mysteries, westerns, comedies, inter- 
views, cartoons—you name it. They 
had, in other words, that right which 
the industry and its Television Code 
have always fought for—the right 
to choose. 

What is the Answer? 

Was there enough agricultural in- 
formation telecast that week to serve 
the community? Were there four too 
many westerns and 11 per cent too 
few religious programs? Was there 
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Peter W. Allport has been elected 
executive vice president of the As- 
sociation of National Advertisers, it 
has been announced by Donald S. 
Frost, chairman of the ANA board 
and vice president, Bristol-Myers Co. 
Mr. Allport was vice president and 
secretary of the ANA before being 
selected for the newly created post. 
Before joining the association in 
1945 Mr. Allport was with the Erwin 
Wasey Co. 





sufficient time devoted to education, 
to the free promotion of worthy 
charities and causes? 

Who can answer? 

This example is repeated in sta- 
tion after station all over the coun- 
try. Who can pretend that all these 
programs are “good” by esthetic 
standards or “good” by audience- 
measurement standards? Heaven 
knows, we in broadcasting wish they 
all were. We wish that all newspa- 
pers and magazines were the finest, 
that all educational institutions were 
of the highest character. But even so, 
the logic of applying a non-existent 
yardstick of superhuman perfection 
to any of them escapes us. 


Evidence Is There 

The evidence of broadcasting’s re- 
sponsibility to its public-service ob- 
ligation is and has been present for 
years—right in the living room. 

Finally, I suggest there is some- 
thing far more constructive that we 
and our critics can do for each 
other. Instead of struggling for sci- 
entific definitions of “program bal- 
ance” or “how much is enough?” 
or how high is up?” why don’t we 
put our heads together? We can 
probably all learn something—first 
of all that we’re not so far apart in 


our viewpoints after all. 

W. H. Auden, the distinguished 
British poet (oh, yes, he’s made a 
number of television appearances in 
this country), puts it this way: 


Similarity Too 

“We hear a lot about the gulf be- 
tween the intellectual and the masses 
but not enough about the ways in 
which they are alike. If I meet an 
illiterate peasant, we may not be 
able to say much to each other, but 
if we both meet a public official, we 
share the same feeling of suspicion; 
neither of us will trust him further 
than we can throw a grand piano. 
If we enter a government building 
together, we share the same feeling 
of apprehension that perhaps we shall 
never get out. Whatever the cultural 
differences between us, we both sniff 
in an official world the smell of un- 
reality in which persons are treated 
as statistics. The peasant may play 
cards in the evening while I write 
poetry, but there is one political 
principle to which we both subscribe, 
namely, that among the half-dozen or 
so things for which a man of honor 
must be prepared, if necessary, to 
die, the right to play, the right to 
frivolity, is not the least. 

“Highbrows and lowbrows of the 
world, unite!” 





Gardner Group 


“The purpose of the new 
media research group,” said 
Robert Riemenschneider, media 
director of Gardner Advertising 
Co., St. Louis, in announcing the 
organization of a new media de- 
partment, “will be to evaluate 
the flood of material coming to 
the agency from a variety of 
sources. By analyzing the meth- 
ods and media 
studies, the group will save our 


validity of 


media people countless hours of 
individual research.” 

Ronald T. Levy, a member of 
Gardener’s research staff for 
three years, was named media 
research supervisor. His seven- 
person department will also con- 
duct competitive studies for 
Gardner clients. 
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Spot (Continued from page 39) 
terially during the first quarter of 
‘60 over the °59 equivalent included 
American Motors Corp., going from 
$35,700 to $651,700; American 
Tobacco Co., from $758,300 to $1,- 
745,300; Consolidated Cigar Co., 
$77,600 to $678,000; Ford Dealers, 
$223,400 to $1,032,500; General 
Electric Co., $33,700 to $879,700; 
General Motors Corp., $95,800 to 
$946,500; Mennen Co., $8,900 to 
$696.400; Wesson Oil & Snow Drift, 
$277,000 to $1,836,900, and William 
Wrigley Jr. Co., $554,600 to $1,- 
758,300. 


Five-Year Comparison 


Over the period in which TvB has 
reported national and regional spot 
television billings, advertiser expen- 
ditures have shown large increases in 
a number of categories. While a 
five-year comparison is not com- 
pletely comparable because of the 
changes in the number of reporting 
stations over the years, it does re- 
flect the vast growth which has taken 
place in the spot tv medium. 

TvB figures for first-quarter spot 
expenditures in 1956 reveal a total 
of $100,209,000; the current first- 
quarter total represents an increase 
of $67,772,000 over that of half a 
decade ago. The most significant 
jump occurred in 1959, when the ag- 
gregate $151,414,000 was $32,379 
over 1958’s first-quarter total of 
$119,062,000. 


Food Rise Greatest 


The most notable rise in monies 
expended by a single product classi- 
fication between the 1956 and the 
1960 first quarters is found in the 
food-and-grocery-products category: 
in going from a °56 figure of $28.- 
461,000 to the current $47,396,000 
this classification registered an in- 
crease of $18,935,000. 

Household cleaners, cleansers, pol- 
ishes and waxes also represented a 
substantial boost in budgets allo- 
cated to spot tv over the five-year 
period, although the total in this 
category was less for the *60 first 
quarter than for the previous year. 
In 1956’s initial three months the 





Lawrence Weiland (l.), manager of 
advanced planning for enginering at 
NBC in New York before joining 
Ampex Professional Products Co. on 
April 1, has been named manager of 
video engineering for Ampex. At the 
same time, Charles P, Ginsburg (r.), 
who led the development of the Video- 
tape recorder since joining Ampex in 
1952, has been appointed manager of 
advanced video development for the 


company. 





classification spent $1,579,000, rose 
the following year to $2,808,000, 
dropped in 1958 to $1,987,000 and 
then took a sharp jump of more than 
$9 million to total $11,331,000 in 
*59’s first quarter. The current figure 
is $1.6 million under that, but the 
over-all hike between now and five 
years ago is $8,114,000. 

Household laundry products have 
shown a steady rise—with the ex- 
ception of the first quarter of 1957— 
of $6 million from the category’s 
$4,747,000 mark in °56 to its present 
$10,756,000. Drug products also 
rose by about $6 million from °56’s 
$10,726,000 to °60’s $16,624,000, 
despite one reversal of less than $1.5 
million in 1958. Other product 
classifications showing rises of several 
millien are cosmetics and toiletries; 
clothing, furnishings and accessories; 
tobacco products and supplies, and 
ale, beer and wine. 


Six Spent Less 


Of the 30 product categories listed 
by TvB, six registered less expendi- 
tures in spot tv for the current first 
quarter than they did five years ago, 
some by quite considerable amounts. 
Building material, equipment, paints 
and fixtures dropped from a °56 
figure of $805,000 to a present $504,- 
000; dental products slid from 
$4,253,000 to $2,909,000; watches, 


jewelry and cameras went from a °56 


high of $1,834,000 to the current 
$490,000. 

Additionally, television and radio 
sets, phonographs and musical in- 
struments declined from a °56 first- 
quarter spot investment of $626,000 
to a °60 total of $259,000; stationery 
and office equipment fell to a mere 
$15,000 from $73,000, and the no- 
tions category dipped to $34,000 
from $80,000 over the five-year span. 





Quarter 


(Continued from page 39) 


26. Andrew Jergens Co. ...... 1,018,100 
28. S. C. Johnson & Son, Inc. 988,000 


67. Kayser-Roth Hosiery Co. .. 561,400 
es NS ck ace ses ese 1,318,600 
95. Lanolin Plus, Inc. ........ 365,300 
3. Lever Brothers Co. ....... 4,639,400 
40. Liggett & Myers Tob. Co. .. 748,700 
7. P. Levilard Co. .....2-2.- 2,169,700 
80. Martinson’s Coffee, Inc. ... © 446,300 
51. Maybelline Co. ........... 662,900 
eee 696,400 
9. Miles Laboratories, Inc. .. 2,377,800 
43. Minnesota Mining & Mfg. 

EM sasvasbeee sadness. 736,800 
37. Minute Maid Corp. ....... 799,100 
& kD. ee 823,700 
24. Philip Morris, Inc. ........ 1,087,100 
87. National Dairy Products .. 408,400 
Sai Se a, I cs cence 1,816,200 
27. Norwich Pharmacal Co. ... 999,900 
82. Pabst Brewing Co. ....... 142,400 
97. Pacific Tel. & Tel Co. .... 363,200 
49. Pepsi Cola Co./Bottlers .... 682,800 
93. Phillips Petroleum Co. .... 369,900 
Te Fe Bo oo at cascckssc 455,400 
ee eee 608,200 
SE. ieee, BE Sekacennesice 658,800 


1. Procter & Gamble Co. .... 13,466,400 


36. Quaker Oats Co. ......... 815,800 
15. R. J. Reynolds Tob. Co. .. 1,855,900 
90. Safeway Stores, Inc. ...... 379,000 
Peewee, Gee ing ken sass 529,900 


92. Jos. E. Schlitz Brewing Co. 374,900 


54. Scott Paper Ca. ...ceccee 650,900 
OD. Tee GU encxcunees:s 555,700 
eee 629,000 
1l. Standard Brands, Inc. .... 2,291,000 
84. Standard Oil Co. (Indiana) 433,700 
39. Sterling Drug, Inc. ....... 766,500 
GR. DUE EAA sascccndnseves 615,300 
75. Vic Tanny Enterprises, Inc. 480,900 
79. Tea Council of U. S. A. .. 448,500 
57. Texize Chemicals, Inc. .... 630,600 
46. United Merchants & 

Manufacturers, Inc. ..... 729,400 
56. U. S. Borax & Chemical 

EMEA -eeuedadesbads«s'ene 646,100 
34. Vick Chemical Co. ....... 839,800 
ee ee 918,500 


13. Warner-Lambert Pharma. 
att tA Ae, Sh 2,072,000 


59. Welch Grape Juice Co. ... 620,400 
16. Wesson Oil & Snow Drift . 1,836,900 
18. William Wrigley Jr. Co. .. 1,758,300 
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BINGHAMTON @ ROCHESTER 
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<_ Upstate New York to New England and Boston! > 


NOW! 


in New York 
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< information and reservations: 
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IN NEW JERSEY 
Newark MA 4-9588 


OR YOUR TRAVEL AGENT 
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News (Continued from page 25) 
and constantly advance the theses 
that the few truly creative tv states- 
men have fled the industry.” 
Talking to a meeting of the Acad- 
emy of Television Arts and Sciences, 
the ABC-TV executive pointed to the 
importance of “pride in our work, 
the deep sense of accomplishment we 
derive from setting and meeting a 
standard of excellence.” He compli- 
mented the Academy on its recogni- 
through the 
Emmy Awards, pointing out that “we 


tion of achievement 


must inoculate ourselves and each 
other against these viruses which 
would destroy our self-esteem, our 
professional pride.” 

Mr. Treyz’ comments about news- 
paper critics were aroused because 
a newspaper critic had made a paid 
speech to the woman’s club in his 
home community (Scarsdale, N.Y., 
in Westchester County). “Several 
newspaper tv critics have left the 
their 
taken to the hustings to lecture for 
pay,” he said, “on what they claim 
are the evils of the tv industry, 


boundaries of columns and 


which, in their view, is run by a 
handful of box-office hucksters who 
profiteer through pandering to the 
lowest common denominator of what 
they like to call the 12-year-old mass 
mentality.” 

Speaking of the Westchester lec- 
turer, he said: “This particular critic 
threw the kind of sticks and stones 
which, unless we carry the proper 
protective gear, can break the bones 
of our honest pride of workmanship 
based on service to the American 
viewing public. 

“This particular talk created dis- 
cussion at dinner tables and even in 
the public school, from which several 
children of tv executives and pro- 
ducers came home confused and dis- 
turbed, mildly shocked to learn that 
daddy is in a business which has 
been labeled and publicized as not 
quite—well, respectable. 

“What is seriously troubling about 
this sort of thing is not the indica- 
tion to us of our mistakes but rather 
the effect that 
words is having on the people who 


this holocaust of 


work in the industry. We are begin- 
ning to adopt a defensive attitude 


toward our profession and our own 
roles in that profession. 

“Self-respect, honest pride in 
achievement, fulfillment in our work 
and recognition of that work—all of 
these are linked directly to creative 
work. Creativity is the one indispen- 
sable element of our business.” 

“Tt is time we closed ranks,” the 
ABC-TV executive continued. “We 
know we have created and are con- 
stantly improving the greatest 
medium for entertainment, informa- 
tion and advertising the world has 
But the best of us, the 
surest of us, are all prey to self- 


doubt, and this self-doubt festers un- 


ever known. 


der the pressure of constant attack.” 

“If we are to demonstrate what 
we know in our hearts to be true— 
that television is a creative, dynamic 
force for good, for entertainment 
and enlightenment, then we must re- 
affirm that knowledge among our- 
selves. It is curious that outsiders 
attempt to impose a growing self- 
doubt upon us at a time when tele- 
vision is more successful than ever. 
Let’s not be ashamed of our success. 
Let’s be proud of it.” 

Mr. Treyz’s comments about tele- 
vision critics came just after it had 
been revealed (Tele-scope, TV AGE, 
May 30, 1960) that after almost a 
year and a half the Patrick M. Me- 
Grady Jr. study, Television Critics in 
a Free Society, is not being published 
by the Fund for the Republic, which 
had sponsored the work. A _pre- 
liminary report which Mr. McGrady 
made before the Radio and Tele- 
vision Executives Society stirred up 
a storm of comment in both the gen- 
eral circulation and the trade press. 
His findings indicated tv criticism is 
inconsistent, 


“oenerally capricious 


and of questionable value.” 


Hts time fo roll up your sleeve. 


CALL YOUR RED CROSS TODAY! 
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In the picture 








Jack L. Van Volkenburg, formerly president of CBS Television, has joined M-E Pro- 
ductions as president, it has been announced by C. Terence Clyne, chairman of the tv-radio 
affiliate of McCann-Erickson, Inc. In addition to Mr. Van Volkenburg’s duties at M-E, he 
will be a board member of McCann-Erickson Advertising (U.S.A.). His new position marks 
his return to the advertising-agency field. He began his career in 1928 in the Chicago office 
of BBDO. Four years later he became sales manager of KMOX Radio St. Louis and, after 
holding key posts with several midwest stations, moved to New York in 1946 as general 
sales manager of the CBS-owned spot radio representation branch. Two years later he be- 
came vice president in charge of television at CBS, responsible for both programming and 
sales. In 1951 he was made president of CBS-TV, serving in that post until the end of 1956. 





Also at McCann-Erickson Advertising (U.S.A.), Chester L. 
Posey (|.) and Ralph B. Koser (r.) have been named senior 
vice presidents. Mr. Posey, formerly a vice president, continues 
in charge of the Chicago office of the agency. He came to McCann- 
Erickson in 1954 as creative director in Chicago; previously he 
had been with Kenyon & Eckhardt as copy group supervisor. Mr. 
Koser, formerly vice president and associate creative director in 
the McCann home office, becomes creative director of the mid- 
western region. With the firm since 1937, Mr. Koser is also 
chairman of the plans board of the Chicago office. 





Lee Currlin (1.), an associate media director, 
and William Schneider (c.), business manager 
of the tv-radio department, have been named vice 
presidents at Benton & Bowles, Inc. Harold Miller 
(r.), vice president and associate media director, 
has been appointed manager of the media depart- 
ment. Mr. Currlin has been with the agency since 
1953; previously he was with Kenyon & Eckhardt. 
Mr. Schneider is a 23-year veteran of the firm, and 
Mr. Miller has been with it since 1954. 





Two new offices have been created at Ted Bates & Co., Inc.- 
an additional vice chairman and an administrative vice president 
—and elevated to the posts are John M. Lyden (|.) and James 
C. Douglass (r.), respectively. Mr. Lyden, who has been a senior 
vice president of the agency since February 1959, was also 
elected to the executive committee. In his” new position, Mr. 
Douglass, who has been executive vice president also since 
February °5°, becomes chief administrative officer for all domestic 
and international operations. Mr. Lyden will share vice-chairman 
responsibilities with William H. Kearns. 





Herbert E. Evans, president of Peoples Broadcasting Corp., was elected president of 
the National Council of the Young Men’s Christian Association on May 22. The National 
Council is the legislative and policy-making body for YMCAs throughout the nation. Prior 
to his election as president, Mr. Evans had served as a member of the council and before 
that he was a member of the National Board. He became vice president and general man- 
ager of Peoples Broadcasting in 1951; at that time the company had one radio station, in 
Columbus, Ohio. Under his management Peoples has grown to five radio outlets and one 
tv station, KvTV Sioux City. In April of 1959 Mr. Evans was elected president of the cor- 
poration. In addition to his broadcasting affiliation, he is a member of the board of gover- 
nors of Franklin University in Columbus and a corporator of Springfield (Mass.) College. 
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WAKE UP! 








Open your eyes to the facts about the 
Rochester, Minnesota Market. 


Rochester, Minnesota is the fastest 
growing metropolitan market in Min- 
nesota with a consumer spendable in- 
come of $886 million. 


You can reach this market with KROC- 
TV that delivers 70% sign-on to sign- 
off share of audience. 


Join the wide-awake, alert advertis- 
ers who are using KROC-TV. 


The Meeker fellows will give you all 
the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 


74 June 13, 1960, Television Age 





THE LIGHTER SIDE In camera 





We heard a lot of speculation as to 
the real purpose behind the U-2 spy- 
plane expedition. Some ventured the 
notion that what with living costs 
reaching a new high at about the 
same date the plane made its unfor- 
tunate 67,000-feet flight, it 
nothing more than one of the Gov- 


was 


ernment men marking up prices. 

But a timebuyer we know—and, 
admittedly, quite a cynic—said he 
was quite sure it was a station owner 
up looking for a tower site. 

* * * 

Spooks in this electronic age: Jn 
Greenwich, Conn., it’s bad enough 
that an electronic spook is running 
garage doors up and down at one oj 
the homes in town. But, what’s worse, 
this spook works only half an hour a 
day, between 2 and 2:30 p.m., and 
takes off on week-ends and holidays. 
A leisure-loving spook if ever we 
heard of one. 

The victimized homeowner, a Dr. 
Bennett, who had installed a device 
for raising and lowering his garage 
door on a radio signal, checked and 
found out that airplane radios at a 
nearby airport used much higher 
frequencies than that of his garage- 
door gimmick, and boats with radios 
on Long Island Sound used much 
lower frequencies. Somewhere in be- 
tween, somebody was coming in a 
half-hour each day and playing upsie- 
downie with his garage door. 

Dr. Bennett is taking the whole 
spookery quite calmly. He is less 
upset than fascinated. 

“I can stop it by changing my 
wave length,” he told a New York 
Times reporter, “but as long as they 
don’t start up in the middle of the 
night and create some noise, | think 
P’ll try to find out the cause.” 

The best educated guess around 
our office: it’s just some ham who 
wants to get in the act. 

* * * 

A station-rep account executive 
quartered in New York recently 
visited the Boston office of his firm. 
He was taken in tow by the head of 
the Boston branch, who invited the 






visitor home for dinner and to spend 
the night. 

The New York man was delighted, | 
of course. His delight increased as 
time went on, for his Boston host 
was going all out hospitality-wise. 
There was a steak dinner and wine 
and home-baked pie a la mode. In 
addition, his dinner partner was the 
host’s charming college-age daughter. 
Then, following the meal, several 
friends of the host came over, and 
together with the finest liqueurs and 7 
liquors there was brilliant and witty 
conversation. And, to top it all, the § 
New York man slept in the guest 
room on a large and luxurious double 
bed. In the morning the daughter 
served him breakfast on a tray. 

Later, at the Boston office, when 
the New York rep was ready to leave, 
he gushed in gratitude and apprecia- 
for the 


ceived. His Boston colleague replied 


tion treatment he had re- 
that, of course, he was happy the 
New York visitor was pleased, for 
that’s what he had tried to do. And 
as the New York rep reached out 
to shake hands, the Boston man said, 
“The night will cost you $35, please.” 
The | 


man 


The visitor was speechless. 
The New York 


said he had never heard of such a 


host insisted. 


thing, charging a guest. The Boston 
man insisted on payment. They 


argued. Finally, the Boston man said 
that there was only one way to 
settle the matter: they would go to 
the head timebuyer at the agency 
down the hall, and he would make 
the decision. 

The timebuyer heard the whole 
story and decreed that the host was 
right, the New York man should pay 
$35. 

Back at the office, the New York 
man reluctantly but resignedly of- 
fered the the 


It was refused. “But,” said the visi- 


Boston man money. 
tor, “you made me go all through 
this fuss and now you won't take 
the money. What’s the idea?” 
The Boston host replied, “I just 
wanted to show you what kind of 
timebuyers we’ve got in Boston.” 












ANOTHER WAY RCA SERVES 
INDUSTRY THROUGH 
ELECTRONICS 


Now...pick an effect 


from more than 150 possibilities! 


Here’s the ultimate in convenience 

for selection and presentation of 

program effects—the all new RCA 

Special Effects System. Key cir- 

cuitry for each effect is contained 

in plug-in modules. Any ten effects 
may be pre-selected—simply plug ten mod- 
ules into the control panel. Each module has 
illuminated symbol showing the effect it will 
produce. Slide an effect out—slide another 
in—it’s just that easy. You get just the right 
effect to add that extra SELL to your pro- 
grams and commercials. 


SIMPLIFIED CONTROL _ push-buttons put effects se- 
lection at your fingertips. Push the buttons below the 
illuminated symbol and you are ready to go “‘on-air.”’ 
Wipes and transitions are controlled by a standard 
fader lever for simple foolproof operation. 


UNLIMITED VARIETY _The complete complement of 
154 special effects includes wipes, split-screens, pic- 
ture insets, block, wedge, circular and multiple fre- 
quency patterns. In addition, the system will accept a 
keying signal from any camera source to produce a 
limitless variety of effects—inset letters, drawings, 
trademarks; self-keyed video insets, and traveling 
mattes. 

THE BEST EFFECTS WITH LESS EFFORT _ wix color 


and black-and-white. Enjoy exceptionally clean tran- 
sitions . .. the most exciting effects ever conceived! 
And get them with the least amount of effort possible. 


Ask your RCA Broadcast representative for complete information. Or write to RCA, Dept. 


GE-278, Building 15-1,Camden, N. J. InCanada: RCA VICTOR Company Ltd., Montreal 


RADIO CORPORATION of AMERICA 


Trakls) @ BROADCAST AND TELEVISION EQUIPMENT, CAMDEN, N. J. 




















Ever wish you could get in there and do the whole job yourself? 


Then you'd get what you want; then it would come out right. But you can’t 


And at WLAC-TV you don’t have to. We learned a long 


do it all yourself. 
time ago we needed the right people—on the mike, at the camera, behind the 
desk—to do the job the way it should be done. Having the right people is 


one way WLAC-TV wins so many awards—and audiences. ). of course. 














